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paper that the whole © 
family reads _ aa 


PICTUREGOER readers cre 100% film enthusiasts and probably 
devote more reading time to this magazine than te any other reading 
meotter. The rest of the family buy It too, for who can resist its glamour, 
news and photogrephs! Easily the leader in Ks field—iatest A.B.L, 
figure 480,607 —PICTUREGOER is co powerful salesman of everything 
a family needs. 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96/98, LONG ACRE, LONDON, W.C.2 
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Incorporated Practitioners in Advertising 


Challenge to 
point-of-sale 
industry 


Sm,—Leon Goodman's 
(September 9) for placing the « 
all in one basket was extremely 
interesting. I would, however, 


point out that when the question 


of costs enters the picture the 
advertiser is more likely to gain 
financially when his work is 


placed with a number 
tractors rather than the 
priation being absorbed by one 
display organisation only 


Materials can, of course, be 
bought more favourably at the 
right market time, but I doubt 


THIS WEEK 
Case history of a lipstick launching 
—page 18. 


ol on- 


shHoOre- 
a 


NEXT WEEK 
Commercial Television Supplement. 


very much indeed if this would 
show a saving over the advertiser 
who operated on the basis of 
competitive tender. There are a 
limited number of good display 
houses, and if advertisers tender 
with these companies quality and 
healthy competition emerge 


The second point is that Mr. 
Goodman has sprinkled his 
article quite liberally with the 
word research. I have no know- 
ledge of any display organisation 
being equipped to conduct 
research. 

How, 
measure 


for example, can we 
the effectiveness of dis- 
play or point-of-sale material— 
the most important thing to con- 
sider in creating an argument for 
increasing the annual display 
budget? Who shall determine 
the size of the material and the 
nature of the design? 


Doubtless a degree of accuracy 


ii 


To The Editor 


could be obtained by dealer and 
consumer sampling, but these and 
many other items are superficial 
to the really important issue of 
how much extra volume can 
point-of-sale do for your business. 

From experience I believe that 
display can be beneficial in the 
marketing plan, but I challenge 
the display industry to tell us by 
facts and by figures why more 
should be spent on this fascinat- 
ing medium—and not, please, by 
negative evidence that the per- 
centage spent during 1952 was 
greater than the amount spent in 
1947! J. H. Stites 
Rugby Road, Brighton. 


Case _ histories 
withheld 


Sirn,—In the examiners’ report 
on the diploma examinations of 
the Advertising Association, a 
— is made about students 

aving a “fair overall knowledge” 
of market research, but they 
should be given more practical 
examples of market research work 
in the form of case histories from 
their own firms or other sources. 

As an instructor on market 
research in Leeds, I find it difficult 
to persuade any firm which is pay- 
ing for a market research survey, 
to divulge the information gratis 
to instructors in market research. 

There is a natural reluctance to 
divulge facts and figures about the 
inner workings of one’s firm 
which may fall into the hands of 
competitors. 

MICHAEL WILSON, 
Managing Director 
Northern Publicity Ltd., 
Leeds 1. 


A step forward 


Sm,—Colman, Prentis & Varley 
Ltd. are to be congratulated on 
their decision to appoint an 
education officer, and on insist- 
ing that all newcomers should 
take the examinations of the IPA. 

This is a great step forward to 
increase the status of all engaged 
in advertising, and I hope many 
other agencies will soon follow 
suit. 

Nothing could be better calcu- 
lated to help the status of adver- 
tising as a profession, and I hope 
that in the years to come we may, 
like others, insist that recognised 
qualifications should be the pre- 
requisite for our work. 

D. A. A. 
(Name and address supplied.) 


Audit bureau 
for c-c papers 


Sir,—-C. R. E. Bowles, adver- 
tisement manager of Hulton’s 
two controlled circulation publi- 
cations, stated in your August 25 
issue : 

“An audit circulation bureau 
for controlled circulation publica- 
tions should be demanded by 
advertising agents and 
existence by them Such a 
bureau would .. . do away with 
the present necessity for legalising 
circulation figures by means of 
printer's affidavit.” 

This calls for an explanation 
What is simpler or more truthful 
than a printer's affidavit that the 
printer has run and posted x 
copies ? Why does this speaker 
think another bureau would be 
better ? 

Again, what is simpler or better 
than a GPO postal certificate ? 

Eric PuTNAM, 
Director 

Bournemouth Times Ltd., 
and Associated Hardy Press Ltd. 


Dangerous 


statements 


Sir,—C. E. Youle (September 
9) writes: “The ultimate goal of 
all management methods includ- 
ing PR is surely increased sales of 
goods or services.” 

This surely is a most dangerous 


statement. Modern industry is an 
integral part of the community 
and the profit motive, though 
naturally by far the most indivi- 
dually important, should never 
be considered as the only one. 

In Ted Jones’ letter, I think 
that here is the chief danger of 


PR and advertising getting too in- 
termixed. The agency (quite 
legitimately) has the profit motive 
(that is, for its client) firmly fixed 
as its goal. It does not consider 
PR as an end in itself. 
Davip Bett 
Group public relations officer 
Hunting Group of Companies. 


First colour ad 


Sir.—I am anxious to find out 
whether the United Kingdom or 
the United States was responsible 
for the first colour advertisement 
printed in a magazine or periodi- 
cal; when the advertisement 
appeared and the name of the 
advertiser 

Extensive enquiries have so far 


forced into | 
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produced no definite answer. I! 
should be grateful if amy reader 
could supply me with information 
on this matter. 

(Mrs.) PHYLLIS VANGELDER. 
72 Elgin Mansions, 
London, W.9. 


‘Big Three’ extend 


at Tottenham 


Advertisers, readers and civic 
officials inspected the new offices 
and extensions of works of the 
“Big Three Weekly Heralds” at 
Tottenham last week. 

The group, owned by Crusha 
& Son Ltd., includes the Totten- 
ham & Edmonton Weekly Herald, 
the Wood Green, Southgate and 
Palmers Green Weekly Herald 
and the Enfield Weekly Herald. 

An adjoining building, for many 
years a café, has been incorpor- 
ated into the main building enabl- 
ing new commercial and editorial 
offices to be added to existing 
accommodation. 

In addition the works have also 
been enlarged. 

After the inspection of the 
works and offices, visitors were 
entertained to luncheon at the 
Cambridge Hotel. They heard 
T. J. Bond, chairman of the com- 
pany, say that the staff were very 
proud of their organisation, which 
always tried to give the best 
services possible to readers and 
advertisers. 

W. C. Skinner, High Sheriff of 
Middlesex, paid tribute to the 
editor of the Tottenham Herald, 
R. Painter, whom he described as 
a “friend of all magistrates.” 


Shoe show 


Manufacturers of men's, 
women’s and children’s shoes 
from over 40 British. French, 
Italian and Swiss firms will be 
exhibiting their latest designs at 
the Fashion in Footwear exhibi- 
tion to be held at the Washing- 
ton Hotel, London, next month, 
starting on Monday, October 3. 


Transportation advertising 
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“CONTACT” WITH BRADFORD 
PURCHASERS 


No need to look far to see why Bradford 
is one of the best and most concentrated markets 
in the country. Here are the facts to prove it: 


BANK CLEARANCES . £148,260,000 ( Jan. - Aug. 1955) 


SAVINGS £4,530,055 (31.3.55) 


EMPLOYMENT . . 149,332 (Males 87,657 Females 61,675) 


FAMILIES 95,200 


RETAIL OUTLETS - 4,239 


RETAIL TURNOVER. . . £40,654,000 or approx. £427 per family 


PRINCIPAL INDUSTRIES. TEXTILES, ENG’ NEERING 


Need we elaborate? There is ample evidence here to ‘how that 
Bradford is a rich ground to cultivate. 

Bradford has two daily papers. Between them they cove: over 91% 
of the homes in Bradford and spread out far beyond t! city. No 
other media enter so many homes in this area, so well 
received, or give a closer “‘contact’’ with potential ustomers 
because they are Bradford’s own papers. 


MORNING, 31,848 


Telegraph x Argus 


EVENING, 126,167 


HALL INGS, BRADFORD 
TWO OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 


a 
f Che Porkshire Observer 
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Escort Frigate 


Another of Britain’: cort frigates is launched, H.M.S. 
Leopard. She’s leavi: tsmouth for the high adventure that 
service in the Roya! > nsures. A tough proposition, isn’t 
she ? She houses suc! nal of weapons that she’s more than 
a match for any but t formidable antagonist. 
Think of the men ave designed and built her. 
diversity of skill and here ! 
hundred specialized 
achievement. And suc! 
They typify the challeng 
the structure of society i 


What 
A dozen professions — a 

played a vital part in this one 
evements are of everyday occurrence. 
: times we live in. No wonder that 
ianging ! A new and significant class 
is emerging : trained men and women, technicians and admini- 


strators, the unknown officers and N.C.O.’s of an infinitude of 
hopeful ventures. On what, collectively, they are able to 
accomplish the future largely depends. 


impetus and 
only because it’s a 
understand wha 


thority. They read the News Chronicle, not 
fine newspaper, but because they want to 
t’s going on in the world. Such men and 


women earn good money. They spend wisely and with 
discrimination. Which is one reason why the News Chronicle 
—a focus of interest in so many intelligent homes — is so 
good an advertising medium. 


It is for people like these that the NEWS CHRONICLE is 
written. Therein they find the articulate expression of their own 


dl 


Meet three 
of the 


MARGARET STEWART 


Fleet Street's only woman contributors 
SIR OSCAR HOBSON 
High academx ee whose writi epitomises 
qualificanons and long zymen's ing ep 


probl she writes fre 
experience have grven hum roolems, ine write me 


a high pecivion in the Clty experience with a special the thinking of this new class 
where his views and jiudg- 
ment on financial affairs 


are much sought after. 


message for women at work 


in the 


JAMES CAMERON 
The man whe flies 100,000 
mules 2 year to be present 
wherever there's history 
in the making— 
correspondent on 
World Affairs. 


—_ —_ = 
A a 
A Siew i 
: *% ¥, S., ie Z ; +z mer . 
' SV oe 
eS i | 
hu" ge ) 
‘ " aa ‘s ‘ ‘ ore x . i? es ae e 5 se 
‘ \ > ' iA * at + 4 
” ' ’ > | ‘t > _ 4 
My fe . ies iP - : * ds. 
— ” od tw : 2. > ss 3 ,; 
ey m YA 2 af 
Po ‘ a a 2 .. = ae 4 / 
) a ce, sae Sag “e ay 
—— A s ; 
labs F 
— me a. i 
e og = : . 
e 
*. 
ee | 
le —— 
9 ps 
Ss 
a NEWS CHRONICLE, v 
: fs 


of S 
Y Sia | 


Vol. 169 No. 2,203 


Advertiser's 


Weekly 


The Journal of British Advertising & Marketing 


180 Fleet Street, E.C.4 "Phone: Chancery 8844 
52/6 A Year Post Free 55/- Oversecs 


FRIDAY, SEPTEMBER 16, 1955 


ADVERTISER'S WEEKLY 


JOHN HOBSON 
REGISTERS 
NEW AGENCY 


John W. Hobson, who resigned 
from the board of Colman, Prentis 
& Varley Ltd. with effect from 
September 30, has registered his 
own advertising agency. 

It is to be called John Hobson & 
Partners Ltd The directors are 
Mr. Hobson and Bernard Francis 
Jukes, as director/secretary 
Nominal capital is £100, divided 
into 100 or- 
dinary shares 
of £1. The 
registration 
notice says 
that the com- 
pany will 
carry on the 
business “ of 
advertising 
agents, con- 
tractors, pub- 
lishers and 
printers. It 
will under- 
take adver- 
tising and publicity of all kinds 
for any company, firm or person.” 

Registered office is given as 
1, Old Burlington Street, W.1. 

Mr. Hobson began his adver- 
tising career with London Press 
Exchange Ltd. in 1930. He be- 
came a director of CPV in 1945, 
with special responsibility for the 
agency's marketing policy, media 
planning and market research. 

A member of the council of the 
Institute of Practitioners in Ad- 
vertising, he was for seven years 
chief editor of the Hulton 
Readership Survey. 

Mr. Hobson is understood to 
have begun negotiations for staff 
for his new agency, but no names 
have yet been announced. Fur- 
ther details of the organisation, 
and some of the accounts it will 
handle, are expected to be made 
known next week. 


vA 


Hobson. 
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ISPA meets today 


Members of the newly formed 
International Screen Publicity 
Association, in London this 
week for their first general meet- 
ing, will be at Pinewood Studios 
to-day (Friday) to sign the 
Association’s terms of reference 
and elect officers. 


Dispute hits Odhams 


periodicals 


Advertising agents were notified this week that, owing to 
cuts in paging in a number of Odhams gravure periodicals, 
some advertisements—colour and black and white—would 
have to be held over. 

The cuts are the result of a production slow-down caused 
by a dispute at Watford involving process workers. Over- 
time is not being worked. 

Journals involved are 
Picturevoer. 

The first issues affected will be those dated October 8 


Illustrated, John Bull, and 


Birmingham press groups in new 
TV programme company 


As arrangements were being completed for the openin, 
of commercial TV from London next Thursday, the Indc; 
Television Authority announced the name of its fourth pro: 
contractor—Associated British Cinemas (Television) Ltd. 

This is a subsidiary of Asso- 
ciated British Picture Corporation 
Ltd., and has as minority share 
holders the Birmingham Post and 


night 
codent 
omme 


Latest addition to the a tisers 


Mail Ltd. the Birmingham who have announced thet their 

Gazette and Dispatch Ltd. and spots will appear first 

the Bradford and District News night of commercial! next 

paper Co., Ltd. The two Birm- Thursday is Odha Press 

ingham publishing concerns are Ltd.'s Woman. 

already associated with Asso- The magazine states tha! first 

ciated Broadcasting Co., Ltd., of a series of mid-w ym 

the mid - week Birmingham — 

contractors. More TV news—page / 
ABPC’s chairman, Sir Philip 

Warter, said in London on Wed mercials will be en at 

nesday that he hoped to obtain 8.36 p.m. 

support from other leading local The one-minute spot w lade 


@ Continued in Stop Press by Screen Audiences 
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Metcalf leaves 
CPV board 


F* John Metcalf has resigned from 
the board of Colman, Prentis 
and Varley, Ltd., with effect from 
October 1. He retains his seat 
on the board 
of Voice & 
Vision, Ltd., 
the public re- 
lations con- 
cern linked 
with CPY. 
Mr. Metcalf, 
| formerly a 
BBC pro- 
ducer and 
script - writer, 
was appointed 
general man- 
ager of Voice 
& Vision in 
later becoming managing 
He was elected to the 


1948, 
director. 


board of the parent company in 
1953. 


‘Woman’ joins first-night advertisers 


Other first-night spots already 
announced will be for Brillo, 
Batchelors soup sachets, 
Brown & Polson, Ekco 
Cromptons lamps, Kraft 
cheese, and the Remington 


Super 60 shaver 

The Advertising Agency Com 
mercial TV Circle is to hold a 
“morning after” lunch at the 
Café Royal next Friday, when 
they 


have invited television 
critics and writers to express 
their views of the previous 
night's commercials 


.» EVERY week in EVERY department of 
EVERY Local Authority in Great Britain 
EVERY Chief Officer reads 


™ MUNICIPAL JOURNAL 


COVERS A £1500,000,000 MARKET{ 


3 CLEMENT'S INN, LONDON, W.C.2. Tel: Helborn 2827-6817-2447. 


_ "Grama: Munijourni, Estrand, London 
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‘LONG-TERM POLICY’ 


Our ads must create right frame 


of mind, says Council chairman 


[IN his opening address to the 1,500 delegates at the Gas 

Sales and Service Conierence which opened at Ayr on 
Monday Sir Harold Smith, chairman of the Gas Council, said 
that in 10 or 25 years’ time the public should still be thinking 
of gas as a progressive, economical and thoroughly up-to-date 
fuel. That was the aim of the Council’s publicity. 


“The object of J 
paigns,” Sir Harold said 
primarily to step up 
sales, but rather to condit 
public’s attitude to gas as a f 
with a long-term future | 

“There is no doubt 
advertising does sell a | 
and gas appliances, but 
important job is to help t 
a receptive attitude in | 
mind and so lessen any 
sistance when the Area 
make their own approac! 
direct day-to-day selling 
paigns.” 

The first session of 1! 
ference was a discussi: the 
relationship between the eg 
dustry and the press and : 


Collective blame 


In introducing the pane! 
perts taking part in the 
sion—Frank Owen, J. Fe 
Macnair, Mrs. Jane | 
Alistair McLeod, and 
Runchie—Reginald §S 
press and information of! 
the Gas Council, said t} 

a “strong and unfair” tend 
newspapers to blame nat 
industries collectively for 
which might not be con 
them all. 

Another cardinal sin 
blame nationalisation for 
unsatisfactory practice with ¢ 
disregard for the fact that wor 
prevalent in free-enterpr 
—and was gradually 
eradicated only becausé f 
integration of the industr 
cerned 

But Mr. Hinder cautioned 
nationalised industries a 


super - sensitiveness towards 
criticism of any kind, even 
when it was fair and accurately 
based 


The next speaker was J. Fergu- 


son Macnair, editor The Ayrshire 


Post, who reminded delegates that 
the weekly was the parent of all 
newspapers, and while its off 
spring may now exceed it im 
affluence, its influence was stil! 
considerable in home and com 
munity. 

Mrs. Jane Evans, home editor, 
Housewife, spoke on “The 
Women's Press.” She said that a 
good many people—particularly 
manufacturers regard the 
women’s press as still at the stage 
where they hand out “whimsy” 
advice on how to knit a cosy 
cover for the gas meter, “or give 
coy answers to readers of Aunt 
Fanny's page.” 

One quick look at the inside 


workings of a big national 
women’s magazine would show 
how dated that idea was. 
Women’s magazines were “big 
business,” and the editors who 
produced them could influence 
millions of women in their choice 
of home equipment. 


Talking on “The Trade and 
Technical Press,” Alastair 
McLeod, editorial director (tech- 
nical) of Industrial Newspapers 
Litd., said there could be too 
many trade and __ technical 
journals, but only the enterprising 
ones would survive. 

When a trade or technical 
journal said that it covered a field, 
it would only be a profitable pro- 
position as long as it was read 
and carried advertising. 

These journals did not have the 
immense circulation of daily 
newspapers, but they had a 
specific readership, all interested 
in a narrow, but highly special- 
ised, field. 

After a talk on “The Broad- 
casting Services (TV and Radio)” 
by George Runchie, television 
organiser, BBC Scottish Region, 
the delegates joined in a general 
discussion. 

On the Monday afternoon 
there was a sectional meeting on 
“Selling,” at which C. F. Tomkin- 
son, director of London Press 
Exchange Ltd., gave a talk called 
“Comment on Advertising.” 

He defended competitive adver- 
tising by the nationalised gas and 
electricity industries and _  re- 
minded delegates that it had been 
decided that the nation’s interest 
was better served by the continu 
ance of the traditional competi- 
tion between the rivals. 


Beneficial, but. . . 


If there was to be competition 
with all its benefits it must be 
competition with all its conse 
quences. 

“If the industry needs show- 
rooms, where the goods it has to 
sell can be seen, it needs advertis- 
ing to get people to the show- 


“Moreover, the nation has in- 
vested some millions of pounds 
in this industry and many thou- 
sands of men and women have 
invested their working lives. 
These investments ought not to 
be endangered for the want of 
proper protection by every 
means.” 

In the press the gas industry had 
a distinct need for direct selling, 


FOR GAS PUBLICITY 


S. Everhard. 


enquiries you get 


only be done on a regional basis, 


according to knowledge of local 


at the same sessio 


known to whom « 
sell and what the 


Paragon Approach Selling,” and 


An appeal to the delegates to 
adopt “the sellin 
D. Rockefeller” 
Magnus-Hannaford, prin- 
cipal of the College for the Dis- 


SEPTEMBER 16, 1955 


Reg. Hinder. R. Gregg. 


session “Shops or Showrooms?” 

Mr. Rockefeller, he told the 
Conference, shipped paraffin 
lamps by the hundred thousand 
to China so that the Chinese 
would buy his oil. 


He continued: “The gas indus- 
try has a basic product for 
which, by itself, there is no 
direct demand. It cannot be sold 
as it is produced in the sense that 
a woman's coat or a pound of 
apples can command a sale with- 
out extraneous equipment. If 
the Rockefeller spirit imbues the 
whole of the industry there are 
no problems it could not solve.” 


The use of simple terms was 
advised by G. H. Hales, assis- 
tant publicity and sales officer, 
Watford division, Eastern Gas 
Board, winner of the Gas Coun- 
cil’s Salesman’s Challenge Trophy 
for his paper “Thinking of Sel- 
ling?” 

“Because of the semi-technical 
nature of the appliances we sell, 
there is an ever-present tendency 
for words to be used which have 
no meaning for the great 
majority of customers,” he said. 


If this was doubted, delegates 
could ask women what they un- 
derstood by such terms as “igni- 
tion,” “solid smokeless fuel,” 
“hotplate,” “agitator,” “back- 
boiler conversion unit” and “cir- 
culator.” 

“This little experiment,” Mr 
Hales continued, “will readily 
convince you of the necessity to 
use only the universal language 
of plain words.” 

R. J. Gregg. publicity manager 
to the Gas Council, spoke on 
“The Importance of Films to the 
Gas Industry.” and introduced 
the Gas Council's sales training 
film “Gasmanship.” 


% 
r—“C;ssSCisSS 4 Eww ¥ 
oT 
= 
2 
ee = cy" 
; ng i 
OO : " 
Se , - oe 3 ~¥ Z 
> 
we . 
‘ am j 
—_ : : 
os ke 
om : 
Py Bat ok . 
ar 55 z 
te 
G. H. Hales FC Mrs. J. Evans. 4 
; 
BS ap” fe } 
oe ‘ 
“ ! 
&  —_ ¥ a 
5 iz . 
i” 1 a ‘ 
¥ & ErZ 4 
C. F. Tomki ee 
a . 
presenting, according to season ; 
and circums e, the latest 
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and their chie ing points. ; 
“The ma irpose of such Wd 
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people into th rooms, where ; 
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needs, prefere : and conditions, : 
and also according area prices. “a 
It was the spearhead of the in- ry 
dustry’s attack on the domestic =) 
market S. 
Dealing with market research oe 
Po es) Stirling Ever- a 
hard, manager of the market % 
po survey section of the North mA 
ee Thames Gas Board, said there niet 
: was no use in trying to plan a 4 
sales campaign uniess it was ny 
would buy. se 
Other speakers at this meeting 7a 
_ were E. J. Rainey, director, " 
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‘Top speakers add to ISBA 


conference importance’ 


EXPORTS, HOME MARKETS, TV TALKS 


The present need for increasing the effectiveness of export 
marketing and advertising, and for exploring new export 
markets is one of the reasons given by Clifford Harrison, 
president of the Incorporated Society of British Advertisers, 
for the number of “eminent men holding positions of great 
responsibility” who have offered to speak at the conference 


of ISBA next month. 


The full programme for the 
conference, to be held in Hast- 
ings from Thursday, October 6, 
to Saturday, October 8, was 
announced last week. 

A statement issued this week 
by Mr. Harrison said the 
speakers controlled companies 
“by no means concerned solely 
with the marketing of consumer 
goods and services. 

“The discussions will, there- 
fore, also be of great value to 
delegates who represent indus- 
trial interests of a varied and 
specialised nature,” he says. 

“The home market will, of 
course, also be studied and, in 
particular, the impact of com- 
mercial television, its potentiality 
as an advertising medium and its 
effect on advertising in other 
media. 


TV development 


“While, in the initial stages, 
this new medium will be sup- 
ported mainly by companies who 
have great resources, # will in- 
evitably be of increasing concern 
to smaller companies up and 
down the country as time goes 
on. 

“The problem of audience re- 
search will be explored very fully, 
particularly with regard to the 
provision of the information that 
advertisers need.” 

The final session is a survey of 
the relationship between the 
advertiser, his advertising agent 
and the consumer, which should 
exist in order to achieve the 
greatest efficiency in advertising 

This is intended to help 
smaller companies in particular, 
and all advertisers in general, 
says Mr. Harrison. 

“Those who will guide this 
session lead companies which 


have great experience and a 
record of outstanding success, 
and they will be very ready to 
discuss problems that delegates 
may wish to raise. 

“The delegates to this confer- 
ence will vary in their status 
from chairmen of great com- 
panies to assistants in advertising 
departments and amongst them 
will be men whose understanding 
of advertising, by virtue of the 
positions which they hold, is 
comparatively superficial. 

“By bringing together such a 


great variety of executives it is 
hoped to contribute towards a 
better and wider understanding of 
advertising in individual com- 
panies 

“Finall, the conference will be 
yet another step towards 


strengthening the hand of ‘the ad- 
vertiser so that he may play his 
proper part in the triumvirate 
made up of the advertiser, the 
advertising agent and the media 
owner. 

“The presence, therefore, at 
Hastings, of members of as many 
companies as possible, including 
those not members of ISBA, will 
do much to ensure that these 
policies are implemented for the 
benefit of advertisers individually 
as well as collectively.” con- 
cludes Mr. Harrison 


PM speaks to editors 


The annual general meeting of 
the Guild of British Newspaper 
Editors will be held in London 
on Tuesday, October 18. The 
Prime Minister, the Rt. Hon. Sir 
Anthony Eden, will be the guest 
speaker at a luncheon which 
follows the meeting. 


Over 300 films entered for Festival 


Producers in 16 countries have, 
up to now, entered 381 films 
for showing at the Interna- 
tional Advertising Film Festi- 
val which opens in Monte 
Carlo on Monday, September 


26. 

Of these films, 76 have been 
entered in the new category for 
television commercials. 

Entries have been received from 
most European countries, as 
well as from 
Australia, Chile, 
Turkey. Awards will be made 
for the best film in each of 
seven categories, judged by an 


international jury, and a 
special award will go to the 
best film shown. 

The London headquarters of In- 
ternational Screen Advertising 
Services, organisers of the 
Festival, state that they have 
so far received bookings from 
more than 300 delegates. 

Five commercial TV films have 
been submitted for the Festival 
by Guild Television Service. 

They are three 15-second spots 
for Cadbury's, and one-minute 
films for Tootal and Tru- 
Brown Ale. 
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‘Advertiser’s Weekly’ Christmas Competition 


produce “cod” Kip!) g? 
If you can—or il 


for contributions to 
“Advertiser’s Week! 


I—COPY 

A piece of copy for a new 
detergent written in the style 
of one of the following: 

Damon Runyan 

Haslam Mills 

Samuel Pepys 

Gertrude Stein 

Rudyard Kipling 


will be final. 


They 
Weekly,” 
“Christmas Competition.” 


PRIZES FOR AMUSING 
COPY AND ARTWORK 


Can you write in »« Runyan style, emulate Pepys or 


ou can draw amusingly—you will 
be interested in a |), t-hearted competition to be run 
ne Annual Christmas Number of 


Prizes of £10 10s. 15 5s., and £3 3s. are offered for first, 
second and third entries judged best in each section. 


A guinea will be paid for each piece of copy or Illustration 
published other than the winners. 
The competition will be judged by the Editor, whose decision 


ENTRIES SHOULD REACH THIS OFFICE NOT LATER 
THAN MONDAY, OCTOBER 31. 
should be addressed to The Editor, 
180 leet Street, London, E.C.4., 


2—ART WORK 
The most amusing illustra- 
tion of one of the following 
phrases : 


“ Advertiser's 
and marked 


BDMAA officers 


W. A. S. Canip is 
new chairman 


Chairman of the Britis yirect 
Mail Advertising Associ 1 for 
1955-56 is W. A. S amp 
(Dudley Turner & Vinces' Ltd.). 

Other officers are: V hair- 
men, Norman A. Camer tjlock 
& Anderson) and Leslie dern 
(North Thames Gas Bo 

Council members aré 2. om 
Cowen (W. S. Crawford) Ww. 
Cassels (ADMAC), A. 
Chavasse (Glovers Ad sing), 
Robb Holland (Chadw stz), 
Alan A. Martin (Britis uro- 
pean Airways), Horace artin 
(Spicers), Donald McArt! Wel- 
lington Press Postal Ax ising 
Services), Miss K. M rphy 
(Linguaphone Institute) Ww. 
Murrell (Remington Ra: Ron- 
ald Peacham (Barker | am), 
C. Clark Ramsey (Geo nes), 
E. J. Thompson (7 ife), 
D. A. Tibbenham (Ti! ham 
Publicity), Mrs. Beatrice irde 
(Monotype), R FE. Vv ams 
(Bradbury Agnew) 

Chairmen of committees: Pro- 
grammes, Miss K. M. Murphy; 


reception, D. A. Tibbenham, 


membership, Robb Holland; 
criticism and awards, | J. 
Thompson ; publications, N. A. 
Cameron; finance, R Wil- 
liams; portfolios and house 
journals, Frederick T Day; 


public relations, Horace Martin; 
education, Ronald Peacham ; and 
code of standards, R J. Cowen 


Two stands from the \955 Engineer- 
ing, Marine, Welding & Foundry 
Trades’ Exhibition at Olympla 
(Above) The Stewarts & Lloyds Ltd. 


display, designed and built by 
Olympia Lid.; (below) the United 
Steel Companies Lid.'s double- 


decker stand, featuring the Castella 
beam as the main constructional 
element. Designed by Robert Gut- 
mann, of the Design Research Unit, 
the colouring of the stand includes 
a red ceiling, white and yellow 
panels, and teak boarding 
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The total— 
over £4,500 
for NABS 


Final figures for the “Two 
Freds” Cricket Match are 
expected to provide more than 
£4,500 for NABS—a record. 

The match, the 2Ist of the 
series and organised by the Fleet 
Street Column Club, was played 
at Hurlingham on Wednesday of 
last week 

Of the record total, £3,877 was 
raised by the programme—£33 
more than last year’s figure from 
the whole match. Last advertiser 
to heip swell the revenue was 
Misani, Gooderham & Young 
Ltd 

The sums raised by the auction, 
the incentives, sale of tickets and 
programmes, and by the collect- 
ing boxes at the match will be 
announced shortly. 

The match resulted in a win for 
the Advertisers and Agents who, 
batting first, scored 200 runs. 
against the Press and Print total 
of 188. The Leon Goodman Cup 
was presented to the winning 
captain, Pat Auld, by Ronald 
Browne, of T. B. Browne Ltd. 

At lunch, Andrew Milne, chair- 


Baas Gea iad 


. 


Scenes from Hurlingham: (|) / tuld, captain of the winning team, drinks from the Le »odman Cup, man of the Fleet Street Column 
resented this year by Ronald f T. B. Browne Ltd. (right). Press and Print captain J. W’. A. Stephenson 
| mm on. (2) The teams (3) Lord Mackintosh, president of the Fleet Stree 


Club, presented the players to the 

at the lunch, Others in the picture are (l. to r.) Norman Moore, president of the Advert ation, Harold spectators, and thanked them for 

Fish, and Andrew Milne, f the Fleet Street Column Club. (4) A critical eve n the Agents taking part. 

and Advertisers’ batting r.) Fred Slaughter, John Sime (ApvertTiser’'s Weer lanvill Benn Final acknowledgements of 

(chairman, Benn Brothers Lid), Ronald Browne, Lord Mackintosh, Norman Moore Hubert Oughton gifts for the auction have been 
vice-president, Advertising Association) made by Harold Fish to: 

Cuddiford Bros., Longmans 


Five balls to go and 1/3 runs to get . . . is War Sranes fs 


(Miss MacDonald), Esquire (Col. 
HURLINGHAM, Wednesday, September 7 Archie Campbell), Cussons, Sons 


Club, speaks 


tisers and Agents’ innings “Hur- 


i ’ lingham-down"” Auster attacking & Co., Ltd. 
“Within my memory,” said one prominent NABS supporter, raising the stumps vic y, too. Jack 

his voice almost to a shout to make himself heard above the 7 o'clock Clark gaily sco “a six into the ° 

din in the Hurlingham bar, “there hasn't been a finish like it or a  puyshes_ over squ 


day approaching it since Fred-knows-when. What weather ! 


ire leg’s head -— 
. ay What a and Peter Isherwood on-driving - . 
game of cricket! Cheers! as gracefully as a Graveney. Fe 
that Ronald Browne (who subse- “3 


That just about summarises the Brocklet ner: | CRAFT LEAFLETS 
u t h omerset, in 
2ist “Two Freds” match, in quently presented the cup to ee eames 


B OL ty C >t y 
which, as most people already skipper Pat Auld) declared he Soieaien of a br cor of a —— 
know, the Advertisers and Agents had altered his speech notes (ne handed catc Peter Wes- a 
team seized the Leon Goodman from “Stephenson” to “Auld” terman and big John Bowden 
Cup by the narrow margin of and vice versa with each succes- 


trundling from 
sive ball. And finally a { 
In addition, the weather and  irg in two over 


pposite ends. 


5 balls to go and 13 runs to get wicket—his 


A finish which even the 


hardest-to-please spectator could 
scarcely have described as any- 
thing but exciting 

Indeed, the last quarter of an 
hour was of such see-saw quality 


surroundings were as perfect as 
a Robertson-Glasgow or an 
Arlott could wish for in terms 
of fill-in description. 

One remembers in the Adver- 


for Shuttle- 
worth and a good round total of 
200. So to the Press and Print 
batting 


@ Continued on page 58 


FULL SCORES for the 2/st ‘Two Freds’ match 


Advertisers and Agents Press and Print 


H. L. Louis, c Brocklehurst, b Auster 24 B. Brocklehurst, c Louis, b Clark 34 
E. H. P. Bancroft, lbw, b Stephenson 19 N. Walters, b Auld 1S 
P. Isherwood, c Brocklehurst, b Bowden 29 P. Auster, c Clark, b Auld 6 
: S. H. Clark, b Auster 35 C. H. Butcher, lbw, b Auld 14 
F. H. Bernard, b Hawthorne 20 G. Doyle, st Royds, b Auld $8 
W. G. Barney, c Butcher, b Shuttleworth 21 P. Nicholas, c and b Isherwood 2 
P. S. N. Auld, ht wkt, b Shuttleworth 18 R. T. J. Wright, c Bancroft, b Isherwood 11 
< V. C. Geeson, c Stephenson, b Doyle ? J. W. A. Stephenson, st Royds, b Nash 9 
R, R. Lyall, b Shuttleworth 12 P. Westerman, c and b Isherwood ; 
L. Nash, c Stephenson, b Shuttleworth 0 J. Bowden, run out 0 
J. A. P. Watt, b Doyle ... . 4 D. S. Shuttleworth, sm ot Aud 2 
N.C. Royds, not out ext B J. H. Hawthorne, c Nash, ne Extras 6 This revolving leaflet display stand 
xtras tives = in white enamelled wire with a head- 
Total 200 Total 188 board silk screened in five colours 


Bowling.—Stephenson 1 for 22, Hawthorne | for 35, 
Auster 2 for 29, Westerman 0 for 23, Bowden | for 25, 
Doyle 2 for 21, Shuttleworth 4 for 25. 


has been supplied by Wilfred Looker 
& Co., Manchester, to Atlas Pro- 
ducts Lid. 


Bowling.—Isherwood 3 for 37, Watt 0 for 33, Auld $ 
for 45, Clark 1 for 21, Louis 0 for 18, Nash 1 for 20. 
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MONITORING SERVICES FOR 
TV ADS, PROGRAMMES 


Spots on film for advertisers 


With commercial television due to start next Thursday, 
two companies have announced that they are to provide 
monitoring services of television programmes ad spots. 


A new company, Television 
Press Agency Ltd., plan to begin 
a round-the-clock watch on com 
mercial TV from Thursday 
They will provide photo coverage 
of all screened television—BBC 
and commercial. 

Running the editorial side is 
Fergus Cashin, who last week 
resigned his post as TV and 
theatre critic of the Daily 
Mirror 

Mr. Cashin said this week: 
“We will provide an essential ser- 
vice to all newspapers and adver- 
tising agencies My staff will 
watch every minute of television 
and, with the aid of tape 
recorders and shorthand, take full 
verbatim reports.” 

Already, Mr. Cashin claims, the 
company has contracted to pro- 
vide the service to leading 
national papers and advertising 
agencies. When commercial TV 
starts in Birmingham and Man- 
chester, TPA will open branch 
offices in these towns. 

Geoffery Irwin, who is in 
charge of the TV advertising side 
of the company, claims to have 


Station opened 


The London station of the 
Independent Television Authority 
at Croydon was officially opened 
by the local Mayor on Tuesday. 


contracted with leading advertis 
ing agencies to provide a full 
break-down of al! advertising 
spots which appear on commer- 
cial TV. 

Mr. Irwin says: “We have now 
perfected a system whereby news 
pictures can be taken direct from 
the screen. We have also solved 
the technical difficulties of taking 
live film records of all commer 
cial television advertising spots 
and are able to guarantee full 
coverage of every item trans 
mitted ” 

The directors of Television 
Press Agency are Mr. Cashin, Mr 
Irwin and Lionel Davidson, 
fiction editor of John Bull. 

Mr. Irwin says that the com- 
pany will provide by each Mon- 
day morning a survey of the pre- 
ceding week, up to 11 o'clock on 
Sunday night, listing the names 
of the advertisers and the times 
of their spots. He will also issue 
estimated figures of costs of time 

Since 1933 Maurice Fitzgerald 
through his company Radio 
Advertising Service, has been 
monitoring radio advertising pro- 
grammes for a number of leading 
agencies. Now his company is to 
make a similar service available 
to his subscribers for commercial 
TV spots. 

He states that a number of 


agencies have already contracted 
to take his service from next 
Thursday. 

Mr. Fitzgerald will provide to 
a subscriber, on request, a detailed 
report of any advertising spot, in- 
cluding the names of the preced- 
ing and following commercials, a 
summary of the quality of sound 
and vision, and, when provided 
by the agency with a script, will 
check the script against delivery 

His report, he states, will be 
available to the subscriber by 
midday the day following trans 
missior He also states that he 
will listen to transmissions for an 
hour preceding the spot, and 
report on any breaks in vision or 
sound 


Street's show for 
Midland clients 


Clients of G. Street and Co 
Lid.’s Midland branch were re- 
cently given a commercial tele 
vision preview at the Grand 
Hotel, Leicester 

The preview lasted an hour 
and was composed of films made 
and produced by Street's TV de- 
partment, some of which are 
scheduled to be transmitted this 
month. The preview ended with 
a 20-minute “Do-It-Yourself” 
programme 

Afterwards, TV director John 
Fitzgerald and his colleague Tom 
Morley led an informal! discus- 
sion in which TV prospects were 
considered, from present-day 
commercials to the time when 
Leicester might have its own 
station 

“Potential users of the medium 
were pleasantly surprised when 
told that their advertising need 
not cost them £1,000 per 


minute,” says Mr. Fitzgerald 


Genine Graham and John Witty 


(left), who will be fea i in an 
Ekco commercial on the first night 
of commerical Tb nd will 
be appearing every subsequent 
Wednesday evening in a pro- 
gramme of their own for Asso 
ciated-Rediffusion Lid. entitled 
Mail Cail 


With them is the Ekco “Guard,” 
who has been featured in all Ekco 
national advertising. 

He is animated in the film which 


was made by the televis lepart- 
ment of Willing’s Pre Service 
under the direction of rles de 
Lautour and in collab n with 
Television Workshop sctions 
Lid Animation of t wracter 
was by Primrose Prod ns 


Weekly TVs pots 


for Remingi on 


John Fitzgerald vision 
director, of G. Street & , Ltd., 
gave details on Tuesd com 
mercial TV plans fi Rem- 
ngton Rand Ltd. (s divi 
sion) 

On the opening nig f com 
mercial IV the b ngton 
Super 60 shaver will | ‘tured, 

After the first nigh! s will 
be on alternate Wedn: s and 
Thurdays. Later < rcials 
will appeal to women th the 


emphasis on gift app 


4t G. Street & Co. Ltd.'s commercial TV preview were (eft to right) 
G. Benner (Street's Midland office), John Fitzgerald (TV director, Street's 


London) 


A. Annandale (Partridge Wilson & Co., Ltd., Leicester), 
W. Morley (TV executive, Street's 


London), F. W. Willbond (Street's 


Midland office), and T. Dearden (Albert V. Martin, Nottingham) 
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Three-minute 
spots booked 
for Shell-Mex 


Every Friday evening on com- 
mercial TV Shell-Mex are to take 
three minutes—at a cost of £3,000 

for a series of films showing 
beauty spots of Britain. This is 
claimed to be the largest segment 
of time sold so far, and has only 
been permitted because of the 
nature of the films to be shown, 
it is stated. 

Twenty-six films have been 
shot, handled by Colman, Prentis 
& Varley Ltd., who screened two 
of them at a press showing last 
week. 

The agency are using directo 
André Sarrut for their client's 
commercials. He has produced a 
series of four cartoons for Pen- 
guin chocolate biscuits, atest 
commercial for Cadbury's choco 
late biscuits, and other commer 
cials for Shell petrol and Sun- 
fresh. 

Also shown by CPV last week 
were three 30-second films for 
Cadbury's drinking chocolate 
Each one is modelled round a 
panel game. These spots will also 
be screened on Friday nights 


ABC SCREEN 
FIVE-SECOND 
‘STILL’ ADS 


Associated Broadcasting Co., 
Ltd., are to make available to 
advertisers “still” advertisements, 
with sound, of five-second dura- 
tion. These will be of use, state 
ABC, to local advertisers, and to 
national advertisers with small 
budgets. 

They will be available from the 
London station with effect from 
November 1 during the ABC's 
week-end programmes 

It will be possible to use 
various types of art work for the 
shorts, while, on sound, they will 
be backed either by music or—if 
required—by the voice of the 
station announcer 

Advertisers booking shorts 
will be able to specify the time 
segment in which they want them 
to appear, but ABC will not be 
able to guarantee any specific 
time within the segment. Not 
more than three will be trans 
mitted together 

Slides should be provided by 
the advertiser, although ABC are 
prepared to make facilities avail 
able for the production of them 
at cost. Production for one short 
should cost between £5 and £10 
depending on the art work 
required 

Rates for a five-second spot 
are: “A” time £50; “B”" time 
£30 ; and “C” time £16 10s 

The maximum contract period 
is three months: al! other con- 
ditions are according to the stan- 
dard conditions of contract 
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Three new 
directors al 
T. B. Browne 


D. J. Ferguson, J. Brough 
W. E. Hopkinson have boc 
pointed executive directo: f 
Browne Ltd. As a copywr 
Ferguson became a mer 
TBB’s staff 14 years ago. H 
a founder member of the | 
Advertising Club and of th 
tising Creative Circle. M: 
went to TBB nine years ag 
director. He started his adv 
career with Lintas Ltd... under Is 
Cooper, and was later with D 
Advertising Ltd., Charles F. }} 
Ltd., and F. C. Pritchard. W 
Partners Lid. Mr. Brough 
some years been a membc: 
Advertising Creative Circle | 
Mr. Hopkinson joined TBE 
York office His father or 
office and was manager th 
he retired in 1951. In 1% 
Hopkinson joined TBB's | 
office as an account executiv: 

* * 

Martin Tyas has joined § 
Advertising Agency Lid. as « 
manager. A fellow of i 
of Industrial Artists, he 


for a time a free-lance c 
and artist /designer Dick | 
Smiths’ studio manager 
years, retains his position 
co-operate with Mr. Tyas 
- * a 
Mrs. M. A. Little, direc 


Brunskill, Littl & Partner 
has given birth to a son 
London Clinic 


J. D. Bisdee, sales director of 
D. & W. Gibbs (UK) Ltd., has been 
appointed chairman of the com- 
pany. He succeeds 8S. G. Sweetman, 
who has taken up a new Unilever 
appointment in Holland. G. K. G. 
Stevens has been made sales direc- 
tor. Mr. Bisdee joined Unilever as 
a trainee from Cambridge in 1937. 
In 1949 he was appointed advertis- 
ing director of D. & W. Gibbs (UK) 
Ltd., and became sales director the 
following year. Mr. Stevens has 
been sales development manager of 
Gibbs since 1951. 

* * * 

Richard Donovan, formerly of the 
Daily Sketch, has moved to the 
advertisement staff of the Municipal 
Journal Mr. Donovan was with 
Associated Newspapers Ltd. for 
nearly four years 

* * * 

Peter D. M. Rackow, managing 
director of Cinema & Genera! Pub- 
icity Ltd., will be the Irish delegate 


to the International Advertising 
Film Festival, organised bv Inter- 
national Screen Advertising Ser- 


vices, which opens at Monte Carlo 
on Monday, September 26 
* * * 

W. F. Metcalfe, assistant adver 
using manager for the Manchester 
store of Kendal Milne & Co 
(Harrods) Ltd., has been appointed 
idvertising manager of Wm. Hen- 
derson & Sons, Ltd., Liverpool 
:nother Harrod’s group store 

* * * 


Miss N. E. Harris, managing 
director of Sommerville & Milne 
Ltd., Glasgow, is to go to the 
British Trade Fair in Copenhagen 
at the end of this month the 
agency has Scottish clients 
biting. 


exhi- 


Mark Quin (right), head of J. Lyons & Co.. Ltd. publicity and advertising, 


toasts the future of commercial T} 


with (left to right) Norman Collins, 


Richard Meyer, Val Parnell and Lew Grade of the Associated Broadcastin 


Co., Lid., at the Trocadero |as 
ABC, presented a preview of their 


weer 


when Lyons, in conjunction wit 


’ ommercial TV spots. ABC supplied 
two films from the “Robin Hood” and “I 


Love Lucy” series. 


D. J. Ferguson 


New ‘Scotsman’ 
London ad manager 


S. R. Learey en appointed 


London adv manager of 
the Scotsman } uuons Ltd., in 
succession to J. L. Denholm. Mr 
Learey, who ined the staff 
about a y financial adver- 
tisement rer \ He was 
previously wit rman Group 
of newspapers tham Guar- 


dian Journal) fo years, where 


he became London man- 
ager, specia ancial adver- 
tising. Befo spent some 
time with Geo. J. § h & Co., Ltd., 
the advertising 

* * * 

Ralph Jones, lauon manager 
with Berrow Newspapers Lid 
Worcester, ha ppointed cir- 
culation mana the South 
Wales Argus Lid Mr. Jones, who 
went to Worcester April, 1952, 
is vice-chairman > West Mid 
land Circulation Managers’ Com- 
mittee 

* * 

A memento t irk Philip 
Hudgell’s 21st anni. ry as secre- 
tary of the New & Adver- 
tisers’ Golfing So s to be pre- 
sented to him by J. B. Melhuish, 
the captain, at th imn meeting 
at Sunningdale Thursday, 
September 29 

* * * 

Ken Braddon, p y with the 
Sphere advertiser department, 
has joined the fi ad vertise- 
ment department Beaverbrook 


Newspapers Ltd. He 


worked with the ( Press, the 
Manchester office of News of 
the World, and the Recorder. 


J. Brough. 


M. 


f 


1955 


SEPTEMBER 16, 


T yas. R. Jones. 


Peter Cockburn-Thorpe, former 
research and development director 
with Byrne and Woudhuysen Ltd 


has resigned to become executive 
director with James Sutherland 
Publicity Ltd. After five years in 
Australia and New Zealand, he 


started his advertising career in 1935 
with R. F. White & Son, Ltd., in 
Fleet Street. Later he became pro- 
duction manager to Clifford Martin 


Advertising and after the war he 
joined C. R. Casson Ltd. as pro- 
duction and art manager. A further 


two years abroad were followed by 
periods at C. J. Lytle Advertising 
Lid., Joshua B. Powers Ltd., and 
then as European advertising direc- 
tor of Newsweek for four years. He 
became a free-lance in 1954, before 
joining Byrne and Woudhuysen. 


* * * 


Colonel G. L. Portham, publishe: 
of Go, will be attending the con- 
ference of the American Society of 
Travel Agents in Lausanne next 
month, 


OBITUARY 
C. Gabbertas 


Cecil Gabbertas, for many years 
assistant editor of the News 
Chronicle and later deputy editor of 
the paper until he was appointed to 
the board of directors in 1953, has 
died. 


Mr. Gabbertas joined the Daily 
Chronicle after service in the first 
world war, and became its news 


editor. With the merger of the 
Daily News and the Daily Chronicle 
he joined the new paper as assistant 
foreign editor. 
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Get it known 


POSTERS COMPLETE THE CAMPAIGN 
WITH REPETITION IN COLOUR 


BASTIBH POSTER ADVERTISING ASSOCIATION LONDON POSTER ADVERTISING ASSOCIATION LTD. 
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Design centre in London 
for British products 


To provide a showroom for this country the Council of Industrial 
Design will open a Design (entre for British Industries in the spring 
of 1956 at 28 Haymarket, London, S.W.1. 

The new centre, states the Co!D, will not be in competition with 
existing trade exhibitions and will not compete with retail trades. 
The Council describe their centre as “the first permanent, and at the 


same time selective, exhib: 

“Not only has this counts 
many fine things to show, but | 
selecting the best designs from 
each trade and by displaying 
them well in an easily access: ble 
position in the heart of London 
good design will attract good 
business,” say the CoID. 

W. J. Worboys, chairman of 
the CoID, said in London 
Monday that in the last 10 
an increasing number and 
of well-designed goods had 
seen in the shops, and he « ed 
that the Council had had a « 
deal of success in pers 
manufacturers that “good cle 
is good business.” 

“At the Centre buyers 
home and overseas will see 
best consumer goods in curr 
production by British indust 
and those in search of ; 
designed goods will be ab! 
keep in touch with current trvr 
The public will also be a 
examine products at 
before buying in the shops 

Selection panel 

Goods to be exhibited « 
clude furniture and furnish ng 
textiles, floor coverings, table 
ware, travel goods, lighting, cook 
ing and heating equipmen’ 
domestic appliances, hardware 
radio and tv sets, office equip- 
ment, building fittings, wallpaper 


and street furniture. All goods 
displayed will be selected from 
Design Review, the ColD's 


photographic and sample record 
of well-designed consumer goods 
in current production. Products 
submitted will be judged by a 
selection committee. 

A Design Centre symbol will 
be displayed on all the Centre's 
literature, publicity material and 
posters. Manufacturers will also 
be permitted to use the symbol 
for a product selected for display. 

The estimated annual cost of 
the centre is £80,000, and if a 
minimum of half this sum is 
covered by receipts, the Govern 
ment has agreed to provide the 
other half up to a maximum not 
yet determined. Charges to exhi 
bitors will be based on the size 
of the exhibit and the period it is 
on display to the public. 


Cinema drive 


Associated British Cinemas Ltd 
have promoted their wide screen 
and CinemaScope films with 
advertising in the London even- 
ings and local papers. The cam- 

ign features an “Identify the 
Stars” competition which offers a 
Ford car as a prize. Last year 
ABC conducted a similar “Come 
to the cinema’ campaign, say 
agents Rex Publicity Service Lid. 


f its kind in the world.” 


‘Do-it-yourself’ 


aids show 


The third International Handi- 
crafts, Homecrafts and Hobbies 
Exhibition opens at Earls Court 
next Thursday until October 1. 

The exhibition has more than 
doubled its size, owing, it is 
claimed, to the spread of the do- 
it-yourself movement. Overseas 
countries are also showing an 
ncreased interest in the exhibi- 
uon. 

There will be more than 100 
live demonstrations at the 
Exhibition. The Singer Sewing 
Machine Co. will stage “Sew 
Right Into Fashion” dressmak- 
ing demonstrations, with a dis- 
play of finished fashions. 

In the overseas section, men 
and women in national costumes 
will demonstrate native crafts 
from many countries. 


ed : 
‘Courier’ airlift 
Supplies of “Courier” ran out 


recently at London airport book- 
stall, and a special batch were 
delivered by helicopter. They are 
seen arriving above. 

Ken Pharoah, ‘Courier’ circulation 


manager, received a "phone call 
from Frank Yeo, manager of the 
bookstall, warning him of the 
emergency, and immediately set 
off from the warehouse with the 
copies by taxi to the South Bank. 


There BEA had promised an airlift 
for the copies, and within minutes 
they were off on their journey to 
London airport 
after leaving the 


Twenty minute 
South Bank they had arrived. 
“The hastily conceived experiment 


provided a significant pointer to 
the future development of 
periodical distribution,” says Mr. 
Pharoah. 
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Irish ISMA tour 
of newspaper 


Two groups of members of the 
Incorporat Sales Managers’ 
Association (Ireland branch) 


toured the /rish Times works in 
Dublin during two nights recently, 
under the guidance of Melville 
Miller, advertisement manager, 
and Patrick Campbell, works 
manager. Later the conductors 
turned lecturers and addressed the 
first meeting of the Association's 
1955-56 session on problems of 
newspaper production. 

The tours are part of a series 
planned by Mr. Miller designed 
to give organised groups who use 
newspaper advertising a better 
understanding of the problems 
associated with production. The 
second of the series takes place 
next month when groups from the 
Advertising-Press Club will make 
the tour before Mr. Miller and 
Mr. Campbell address their 
meeting. 


Indian ad journal 

A new monthly Indian advertis- 
ing and marketing magazine, The 
Advertiser, will be brought out in 
the New Year by Gidwaney's 
Publishing Co., of Bombay. 
Kishu Gidwaney, editor and pub- 
lisher, claims it will be the first 
and only magazine in India to 
cater for agencies, publishers, and 
advertising managers. 


Journals for estate ads, sportswomen, electricians 


A aumber of new journals are 
to appear shortly. 

On Thursday, September 29, 
Houses and Estates will make its 
debut. Priced 6d., and with a 
first print order of 50,000, it will 
be published by Houses and 
Estates, Ltd.. a company owned 
by the proprietors of Bugle Press 
Ltd, who publish Motoring 
Weekly Advertiser. Housing and 
Estates will have a type area of 
10 inches by 74 inches. Property 
advertisements in the publication 
will be accepted only from estate 
agents who observe the rules of 
professional conduct jointly pre- 
scribed by the Royal Institution 
of Chartered Auctioneers’ and 
Estate Agents’ Institute, and the 


Incorporated Society of Auc- 
tioneers and Landed Property 
Agents. 


Advertisement manager of the 
new journal is Lt.-Col. E. Ire- 
monger, until recently on the staff 
of Motoring Weekly Advertiser, 
assisted by Donald Nelson, who 
was for 21 years with Kemsleys. 
The advertisement rate is £30 per 
page ; 15s. s.c.i. 

Bi-monthly 

to appeal to all 
women interested in any form of 
indoor or outdoor sport, The 
Sportswoman, a bi-monthly, will 
appear in November. Publishers 
are Fofum Publications Ltd., of 
Leicester, and the editorial and 
advertising offices are in Chan- 
cery Lane, London. Peter 
Collins, who will continue to edit 


the firm's bi-monthly show busi- 
ness magazine, 7+« Showgirl, will 
be managing ediior, and David 
Wagstaff is in charge of advertise- 
ments. 

The initial! print order will 
probably be more than 20,000, it 
is stated, and the advertisement 
rate is £25 per page and pro rata. 
There will be 28 pages, 10 in by 
8 in. The first issue will contain 
a contest sponsored by Smith's 
English Clocks, Ltd. 


In new format 


Technical Publications, Ltd., 
publishers of Techniview and 
Production Efficiency, will launch 
in a new form early next year 
The Electrical Manufacturer, 
which they have acquired. Pub- 
lished monthly at an annual sub- 
scription of £1 10s., it will be 
devoted to subjects felating to the 
manufacture of electrical appli- 
ances and products. There will 
be colour on the editorial pages. 

September issue of Techniview 
and Production Efficiency catries 
a new cover. It is a 64-page 
issue, with a print order above 
7,500. 

A new film monthly, de- 
scribed as “the magazine which 
is a souvenir book” is to be 
launched on November 14, en- 
titled 66. Each issue is solely 
devoted to one star who is fea- 
tured in a 6,000-word biography 
and in exactly 66 otographs. 
It sells a Is. 68-page 
monthly was designed and is 
edited by Peter Craig-Raymond. 


Publishers are Town & Country 
Publications of Croydon. The 
first issue is devoted to Gina 
Lollobrigida. 

Page rate is £100 facing matter, 
towards the end of the book ; no 
other spaces or positions are 
available. The advertising direc- 
tor is J. D. W. Hancock. 

Westminster Review, a _ bi- 
monthly issued by the West- 
minster Chamber of Commerce, 
is to appear on October 1, free 
to members of the Chamber and 
ls. to the general public. First 
print order is for 4,000 copies. 
First issue will have 48 pages, of 
which 20 will be advertisements 
(£18 per page, black and white ; 
colour by arrangement) for 
cigarettes, paint, radio, gas, and 
a variety of other commodities. 
Editor is Sam Black, who also 
edits Public Relations and 
Vision. 

The first (October) issue of 
Books and Bookmen, a monthly 
priced Is. 6d., has now appeared. 
Hansom Books Ltd., London, are 
the publishers. Print ofder for 
the first number was 30,000. 


Correction 


The attention of readers is 
called to the withdrawal on page 
59 of an erroneous claim which 
appeared in an advertisement 
on page 231 of our issue of 
July 28. We are pleased to be 
able to print this correction and 
to afford to it the same publicity 
as was given to the offending item. 
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One person in three 
reads the 
Sunday Pictorial 


A market so big that no National campaign is complete without 
it...a market of such buying power that no National advertiser 
can afford to miss it ...that is the Sunday Pictorial market, 


which embraces one in every three of the entire adult population. 
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IPA’s packaging (FQQODMAN LINK WITH 
DISPLAY FIRM 


‘Exchange of ideas’ agreement 


Leon Goodman Displays Ltd. and the Einson-Freeman Co. 
of America have agreed to exchange ideas for displays and 
other creative activities in this field. 


exhibition for 
students 


An exhibition of package! 


was opened at the & 
Square, London, headqu 

the Institute of Pract: ce 
Advertising on Monday Men 
ber agencies have been invited 
send the staffs to see t! 

tion 


It will be open from It 
5 p.m. until Friday, Septen 
It has been provided by 5. H 
Benson Ltd., but the ex! 
not drawn solely from t! 
aging used by their c 


from packages of ther 
design 

Point-of-sale materi | 
showcards among 


examples of the M 
Rotairs—are also on st 

There are samples of 
displays made by Leon 


Displays Ltd. and 
dimensional colour “illur 
slides 


Among the types of 
on show are examples nm 
card, metal, polythene 
glass, waxed paper ar 
board, plastic, and < 
fibreboard. Collapsible t 
also exhibited 

A spokesman of the I 
has emphasised that the 
tion is for the student of 
the expert in, packaging 


ce arama bam 


RE Migs 


Leon Goodman (eft) and Albert 

Hailparn, president of  Einson- 

Freeman Co., discuss two display 
pieces 


Publishing change 
The publishers of Vanity Fair 
ive revised their publishing dates 
or the latter end of the year. There 
will only be one issue in November 
ind not two as previously planned 


e IPA's exhibition. 


‘Esquire’s’ Christmas gift scheme 


Readers of the ¢ stmas 
issues Of Esquire will be able to 
obtain by telephone detai!s of the 


name and nearest stockist where 
they can buy products advertised 
in the magazine 

This scheme is part of Esquire's 
Gift Counsellor Service which 
they are offering to advertise 
who take a quarter-page or more 


in the magazine's Christmas 
mssucs 
Esquire have mailed to adver 


tisers details of the scheme. They 


OVER 1700,.0000,000 


claim that it will “give great 
impetus to sales of Christmas 
gift merchandise ; give national 
and local coverage in one adver 
tisement and give two advertise 
ments for the price of one.” 

The service will be in opera- 
tion from Friday, December 9 
to Christmas Eve Esquire 1s 
to devote a full-page in each of 


the twin Christmas issues, telling 


readers how to cal the Gift 
Caunsellor in their particular 
area 


In London last week was Ein- 
son's president Albert Hailparn, 
who brought with him some new 
types of animated display units 
which will probably be produced 
under the terms of the agree- 
ment by Leon Goodman Dis- 
plays Ltd this country. 

At a press conference on 
Friday Mr. Hailparn said that in 
some American campaigns as 
much as 25 to 30 per cent of an 


advertising budget was devoted 
to the production of display 
pieces for the point-of-sale side 
of the sched A Californian 
supermarket like a circus 
carnival w types and varie 
ties of disp gimmicks,” he 
said 


Boost from TV 


In some campaigns in America 


the displa le of the promo- 
tion had give boost on tele- 
vision Tt done, he said, 
by the star IV programme 
showing view display piece 
for a partic product and 
telling then yuy wherever 
they saw th ¢ piay 

Mr. Hailp lescribed his in- 


terest in § 


the displays 
which had 


produced by 


Leon Goodma nd said that 
he was going t ake some of 
them back States where 
he expected 1! would receive a 


‘tremendous tion.” 
between the 
s the arrange- 
exist between 
and H. G. Smeets 


The agreem« 
two firms prec 
ments whict 
Einson-Freema 


of Holland whereby the latter 
has exclusive rights to the 
original lithography of Einson- 
Freeman in this country where 


his agents are Sackville Press Ltd 


Dorset House 
production 


The Dorset House Players, 
whose members are drawn from 
the 34 journals of Associated 


lliffe Press, are t 
production at the 


Stage their 14th 
Rudolf Steiner 


Theatre, Park Road, London, 
N.W.1. on October 6 and 7 It 
is a three-act mystery play by 
Alex Atkinson Four Winds,” 


onginally produced 
title of “Night Call.” 


under the 


1985 
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AMERICAN 


This showcard is now being tested 
by the Acme Showcard & Sign Co 
Lid., as a display It is 
designed to 
reflections from the lettering. 
types of the display have 
produced. 


winter 


been 


Agency's 50th 
anniversary 


Shortly after the Liverpool 
Mercury was amalgamated with 
the Liverpool Daily Post in 1904, 
the late John Randall, advertise- 
ment manager of the Mercury 
founded his own advertising 
agency 

This year is Randall's Advertis- 
ing Agency Ltd.'s golden jubilee. 
and, as part of its anniversary 
celebrations, the agency enter- 
tained members of its staff and 
friends to a day's outing to 
Bettwys-y-Coed. Lunch was 
served at Llanrwst and tea at 
Rhy! 

Among those present were a 
number of the agency's clients 
and newspaper men, together with 
E. W. Mudie (managing director) 


who has been with the firm for 
33 years, and his son K. W 
Mudie—also a director—and two 
grandsons 


All Toy Fair 
space booked 


All available exhibition space 


for the third British Toy Fair to 
be heid at Earls Court next 
February, has been taken. Over 


200 British toy firms will be 
represented by stands occupying 
an area of 61,000 square feet of 
stand space 

The organisers, the British Toy 
Manufacturers’ Association, ex- 
pect a large number of overseas 
buyers to visit the Fair 

The Fair is to be held in con- 
junction with the British Indus 
tries Fair 


passengers 
a year 


B.E..T. BUS ADVERTISING COVERS THIS GIGANTIC MARKET 


ADVERTISING DEPT. B.E.T. FEDERATION LTD. STRATTON HOUSE, PICCADILLY, LONDON, W.I. 7e/: MAYfair 8886 
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Britain's most stable Market 


COMMONWEALTH demand is backed by 
goodwill—they want to buy British. 


NEW COMMONWEALTH can help to turn this 
goodwill into contracts. It is read every fort- 
night by the important government, industrial 
and agricultural interests responsible for creating 
the new wealth of the Dominions and Colonies. 


As an advertising medium designed to cover a tw 


widely scattered and complicated market, “tC S 
NEW COMMONWEALTH does the job cheaply, = . 
efficiently and effectively. 


Published by TOTHILL PRESS LIMITED 
33 TOTHILL STREET, WESTMINSTER, 5S.W.! 
Telephone : WdHitehal! 9233 (12 lines 
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THE IMPACT OF 
TELEVISION 


When commercial television starts 
next Thursday it will mark the 


beginning of a new phase in 
marketing in Britain. 

The precise effect it will have on 
the established pattern of! 
advertising will not become 
apparent for some time. (On! 
when national coverage 
established will the full impact 
be felt. 

Norman Collins is, naturally, » 
strong advocate of the 
medium, but he is pot als 
in the opinion he expressed 
when he told London mem)ers 
of ISMA: “Do not imagine 
that you can look at « les 

of 


graph slowly ascending 
sales. What you have tw i 
prepared for is an ins: 


taneous reaction on the m9.’ 
ing following the adverse 
ments. 

“I believe that as a result of ©. 
introduction of commer 
television you will find 
the whole commercial pi 
in this country will be eotir:! 
and completely transform 
within a couple of years. 

He may be right, but the 
clusion should not be drawn 
that there will be a wild rush 
for television at the expense of 
other media. Marketing men 
these days are too wise to put 
all their eggs in one basket. 


Advertisers’ welcome 


Advertisers are, of course, paying 
particular attention to the new 
medium. The ISBA Confer- 
ence next month will be 
dominated by its significance 
when the home market is 
studied. 

As Clifford Harrison, the presi- 
dent, says, while in the initial 
stages TY will be supported 
mainly by companies who have 
great resources, it will inevit- 
ably be of increasing concern 
to smaller companies up and 
down the country as time goes 


on. 

It will not be possible to assess 
the value of the medium for 
perhaps two years, by which 
time it will have fallen into its 
logical place with the other 
great media. 

Meanwhile, advertisers welcome 

it as an aid to selling of im- 

mense potential. They are 

confident it will start to shift 
the goods from the shelves next 

Friday morning. 


cor 
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Talking Points 
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‘Tribune’ welcomes ads from the 


nationals 


[HE Daily Express recently 
placed an advertisement 
in Tribune, a weekly political 


journal usually described as 
‘Bevanite” in Beaverbrook 
publications. 

And, oh! what a rumpus 
developed. 

The fuss was made not by 
staunch right-wing _—ipoliticians 


protesting against revenue going 
to hated rivals but by loyal 
Tribune readers. The protests 
were strong: 

“You occupy the whole of your 
column with criticisms of our 
national press. And yet 124 per 
cent of that very issue is sold to 
Lord Beaverbrook to advertise 
the Daily Express.” 

“IT was disgusted.” 

And so on. 

The editor of Tribune gives his 
readers a two-point answer sum- 
marised in these quotes: 

“Such arguments are dangerous 
in the extreme. Dangerous, first, 
for Tribune. If we had to rely on 
advertising support from people 
of our political persuasion, we 
would go bankrupt. 

“The second danger is more 
fundamental. To ban advertise- 
ments on political grounds is a 
serious threat to freedom.” 

Should journals of differing 
political shades of opinion adver- 
tise in one another's columns ? 
The News Chronicle, Picture 
Post and the Manchester 
Guardian think they = should. 
Like the Daily Express, they all 
use Tribune. 

As a matter of fact, they have 
spent more with the journal than, 
for example, the Co-operatives 
And ICI continues to advertise 
despite the regularity with which 
its public ownership is demanded. 


MIRROR MILLIONS 


HERE is always speculation 

in Fleet Street about Daily 
Mirror activities. What are they 
up to now? is the most frequently 
asked question about one of 
Britain’s liveliest and most un- 
predictable publishing houses. 

A new talking point was intro- 
duced by a report that the Mirror 
Group was raising £3 million 
through a paper subsidiary. 

Three million! Enough to 
finance the publication of a new 
evening newspaper, or to become 
a commercial television pro 
gramme contractor. 


it attacks 


Much talk in many bars. 
a wall of 
House 


But 
silence at Geraldine 


REFLECTIONS 
| usually happens on radio or 
TV first. Then an advertiser 
inspired by his agent—takes it 
up, and the broadcast slogan gets 


into print with pictures of star 
performers 

This time, says Hilbert Hardy, 
chairman of the Townend-Smith 
& Hardy advertising agency, it’s 
different The new BBC tele- 
vision Monday night feature 
“Judge for Yourself” is “similar 


in idea and title to the campaign 
we have been running for the last 
nine months Strand No. 
cigarettes and which we created 
for our client.” 

A delightful handout from the 


agency, headed “Man Bites 
Dog?”, says is refreshing to 
think that all, advertisers 
and their agents occasionally have 
the credit of thinking up the ideas 


first 
Of course, as Mr 


Hardy says, 
“the average crea 


ive brain is con- 


tinually bringing forward from 
its subconscious some old idea as 
original thought—and idea copy- 
ing is usually unintentional and 
difficult to av ‘ 

He—who cl: to have created 


© Give Greed No. | agente 2 inal way, Le ob 
Cigareue Prove w you Ge you haw found « rch, 


Rate yig wm ae an eupert Mhemdung of ingh grode 
tebecens that & the cowsh of macy year etpeneace wm 

' Ge producuwe of quailty ogewuce Sand No | | 
maintaia the exdience thwoy: swocieed with the 
tiewse of State Expecss 


ST RAND N°1 
endl 


39 for 20 


Whose judge? 


the Strand No. 1 campaign two 
years ago—hopes that the TV 
programme “will continue and 
give as much pleasure as State 
Express cigarettes.” 


TO-MORROW'S TOPICS 


@A wide range of products 
made from a new compound of 
natural rubber and plastics will 
be on the market next year in 
various glossy colours. Rubber 
producers plan publicity to 
challenge the advance of all- 
plastic goods. 


@ New challen 
drinks industry in Britain will 
come from an American con- 
cern, planning to manufacture 


to 


the soft 


here. A top executive will be 
in this count shortly to 
investigate the market and 
advertising facilities 


@® New flavours for toothpaste 
are being tested. In America 
they are trying whisky, but in 
this country the experiment is 
unlikely to go beyond fruit. 


@ Industrial advertising next year 
will show a trend towards 
greater use of colour and illus- 
trations and less copy. 


@ An integrated campaign with a 
full range of point-of-sale 
material is planned for tradi- 
tional county cheeses and 
butter when the milk shortage 
has ended. 


@The growing popularity of 
liquid detergents for dish- 
washing is big manu- 
facturers to consider the 


introduction of new products 
backed with heavy advertising. 


@Twe new publications for 
older children are planned by 
big periodicals publishers. 


@ Renewed “drink - at - home” 
campaigns are planned to co- 
incide with commercial tele 
vision this winter. 


@ Another controlled circulation 


journal is to be published 
shortly. 


ROUND TABLE 


ABC. Figures 
Jan. to June 1955 


Copies 
Weekly 


CAMBRIDGESHIRE TIMES GROUP 
67,42 


Londen Representative: W. 
69 Fleet Screet, £.C.4 


Northern Represematives ARNOLD ELLUS 
4 Croméors (owe, Manchester 4 


Head Office: TIMES BUILDINGS, MARCH 


H. WALMSLEY 


Tel. March 2368/9 
Tel. Fleet Screee 9353 


Tel Biackiriars 6987 
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Legal Queries Answered 


The introduction of a new medium has raised 


new points of law. 


This article describes— 
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How TV advertising men can avoid 


actions for detamation 


By OUR LEGAL CORRESPONDENT 


FURTHER legal 
that has arisen in 
nection with the inauguration 
of commercial television is the 


point 


con- 


possibility of an action ior 
defamation. 


Theoretically, of course i 
a possibility should not ex 
no advertiser would knowing 
willingly hold up any pers 
group of persons to 
ridicule or contempt”—wh ‘ 
very broad definition of what 
defamation means. Neverth 
defamation has occurred in 
past in differing types of adve 


tising and unless care is ce 
cised, can occur again 

First of all, it should be 
remembered that defamation 


relation to television and 
means libel. Some people argued 
at one time that because the ce 
famatory words were spoken o: 
the radio they could be slande 
ous only and not libellous. | 
distinction is important from the 
point of view of damages 


In libel, it is not mecessary 


to prove that damage has 
occurred—the court assumes 
that it has, because’ the 


essence of the offence is that 
a person's reputation has been 
permanently damaged. lo 
slander, excepting in some 
special cases, such as imputing 
unchastity in a woman, damage 
has to be proved. 


But the Defamation Act passed 
three years ago has changed all 
that 


Libel and slander 


If you injure a person's reputa- 
tion in an advertisement, by the 
broadcasting of words, pictures, 
visual images, etc., by holding 
him (or her) up to ridicule, hatred 
or contempt, then you commit 
libel and not slander 

A weli-known and often used 
technique in advertising is the 
“before” and “after” technique, 
showing, let us say, a person at 
one stage, before using the 
advertised product, and the per- 
son at a subsequent stage, after 
using the product. It is a tech- 
nique which could be applied to 
selling almost anything. 

Take, as a purely imaginary 
instance, an advertisement which 


shows a room that is particularly 
dirty before it is spring cleaned, 
and then Jater, after some adver- 
tised process has been applied to 
it, the room is remarkably clean. 

In order to make the contrast 
more telling, let us assume that 
an artist used his brush ta make 
the room more dirty than it actu- 
ally was. If it is a particular 
room which can be identified, the 
housewife might well say that her 
reputation had been damaged, for 
the viewers had been told, or 
shown, that she lived in a dirty 
house, 


The missing teeth 


Take, as an example, a case 
before the courts some years ago 

in fact so long ago, that no 
harm can now be done by refer- 
ring to it again. 

An actress allowed herself to 
be photographed for a magazine, 
and later she was told that a pic- 


ture of herself was being shown 
on an advertising screen at a 
well-known music hall 
Accordingly, she went to see it 
and this is what she saw: On: one 
side of the curtain was a photo- 
graph of a lady (herself) abso- 
lutely without teeth. On the other 


side was a photograph of the 
same lady with a full set of teeth 
Under the first was the word 
“before” and under the second, 
the word “afte The photo- 
graphs were intended to show the 
good effects of visiting a dentist. 
Underneath were the lines 


“Laugh and 
with you 
But not 
bad 
So hustle and 
And get the 


world laughs 


whe ur teeth are 
pay us a visit, 
that's glad 
It is not surpr 
awarded damage 
yer tried to 
tures were 


that she was 
When a law 
that the pic 
matory, the 


are 
not d 


Two-stage studio at Pinewood 


The production company within J Arthur Rank Screen Services Ltd 


Screen Audiences Lid.—have now established themselves in new 
studios in Pinewood. These include two stages (both equipped to 
record and shoot with camera and sound independently) and 


administrative offices to accommodate all members of the company's 
production teams 


Our Legal Correspondent, 
a barrister who specialises 
in advertising law,°answers a 
selection of queries received 
from readers. 

Readers are invited to send 
their problems, which will be 
treated in strict confidence. 

Replies will be forwarded 
by letter, without delay, to 
correspondents concerned. 

Neither the Editor nor 
our legal correspondent can 
accept any liability for the 
opinions expressed. 


judge exclaimed: “What! Not to 
show a young and good looking 
person with all her teeth out !” 


Result of accidents 


In some ways, it is not surpris- 
ing that libel actions, in so far as 
advertising is concerned, have 
been the result of “accidents.” A 
photograph or a drawing which 
normally in itself is in no way 
defamatory can become so when 
the copywriter gets to work on it 
and without the slightest inten 
tion in the world, uses phrases, or 
makes suggestions (“innuendo”™ is 
the technical word) that cause 
resentment 

Therefore, in preparing 
material for television, or for 
any other form of advertising, 
it is important to have regard 
to the final presentation. What 
is seen on the television screen 
may be quite harmless; what 
is heard at the same time in 
itself may be equally harm- 
less, but when “tied up” they 
may be devastating to some- 
body's reputation—or may be 
considered so by that some- 
body. 

It is well to bear in mind that 
some of the more serious cases in 
the law of defamation have arisen 
out of what has been seen rather 
than what has been Aeard 

There is only one safe rule in 
this matter 

lf you intend to make a 
reference to any person, let 
that person know exactly what 
is to be shown, and what is to 
be heard, and get that person's 
written consent fo it. 
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READERSHIP AMONG HOUSE-OWNERS READERSHIP AMONG CAR-OWNERS 


DAILY EXPRESS . ..__... 1,400,000 DAILY EXPRESS... 1,100,000 
DAILY MIRROR. . . . . 990,000 DAILY MIRROR. . 830,000 
as Mees ca. % a. Ee DALY Ss = 700,000 
DAILY TELEGRAPH. . .. . 530,000 DAILY TELEGRAPH. . 570,000 
NEWS CHRONICLE. . . . 470,000 NEWS CHRONICLE. . . . 270,000 
DAILY HERALD. . . . . 330,000 DAILY HERALD. .. 200,000 
DAILY SKETCH . . . . . 200,000 DAILY SKETCH. . 150,000 
TIMES ee er ee , | | Re a ye 150,000 


copies daily 


‘DAILY EXPRESS “3m” 


SUNDAY EXPRESS .__. 1,770,000 
SUNDAY TIMES. . . ._ . 1,030,000 
THE OBSERVER. . . . 940,000 
SUNDAY DISPATCH . . . 720,000 
SUNDAY PICTORIAL . . . 580,000 
NEWS OF THE WORLD . ._ 570,000 
THE Peomsg. ... . . SO0600 
SUNDAY GRAPHIC. . . . 340,000 
SUNDAY CHRONICLE. . . 320,000 


REYNOLDS NEWS . 


* The figures are from the 1955 Hulton Readership Survey 
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Advertising Case History—S2 


How an ‘indelible’ lipstick © 


was introduced to Britons 


Having marketed an entirely new type of lipstick with success in Scandinavia and on 
the Continent, very careful steps were taken by the Sans Egal people to ensure that 


its marketing im Britain was equally effective. 


HE marketing of ‘ 
Egal meant launching a 
new lipstick in a hig! 
petitive field without th 
ing of a “name” range 
well known in cosmet 
had to gain immediat 
nition as an individ 
duct, unique of its kind 
The product itself pri 
of the answers—a truly) 
able quality of indelibil 
on a new principle deve 
a 32-year-old Danish che 
The normal type of ! 
made with pigment dyes 
a wax and oil compound 
of wax compound and 
is then left on the surf 
lips and it inevitably « 
anything with which i! 
in contact. The Sans | 
however, is manufac 
soluble dyes which 
the skin. Once the 
blotted it leaves a colo 
remain indelible = fi 
These soluble dyes are 
in a secret base for wt 
raw materials are 
processed for Sans Fga 
Before being § lau 
Britain, the lipstick wa 
enjoying an extensive sa 


-_ as 


ae, F % 


e faade ape do'so0 ones 


Scandinavian countries and Fin 
land. It was fast gaining popu 


arity in other Continental coun 
ries, with an annual sale of 
veral million in Italy and Ger- 
any, and had also _ been 
irketed in the Far East. 


As a first step to its introduc 


‘on here, special tests had to be 


ried out to develop the per 
me, texture and colours which 
suld appeal to British women 


’roduction and distribution were 


idertaken by Scott & Bowne 


Ltd., and Greenlys Ltd. were 


ppointed advertising agents 
‘lans were put in hand for 
ackaging, marketing and adver- 
sing the product 


Case and package 


After considering various alter- 
itives, it was decided to market 
i¢ lipstick in a polished gilt case 
ith a “starred” pattern, and the 


colours chosen for the packaging 


1d presentation were scarlet, 
ack and gold, repeating the star 
otif, 

rhe final design, selected from 
series Of ideas put up by 
sreenlys, was a distinctive tri- 
ngular pack—black on one side. 
irlet on the other which 
ould capture immediate atten- 


. it's 4/55 AND NEVER TELE? 


SANS 


In all the colours 
of the rainbow this 
magazine adver- 
tisement tells the 
story of _ the 
incredible — In- 
delible” lipstick 
which “. . . keeps 
vour love a secret 
/ hugs it close as 
® the song in your 
. heart.” 


Armand Hauge 
managing director 
of Sans Ega! 
International (Lon 
don) Ltd., watches 
model Pat Golds 


worthy demon 


strate the new 

[2e et icxr # 

a London press 
party 


tion with its unusual shape and 
range of colours. The lipstick 
would have the added advantage 
of being wrapped in aluminium 
foil so that the units would not 
stain the fingers when being put 
inside the case 

A range of eight colours had 
been developed and were given 
attractive names in keeping with 
the lustrous tones “Dancing 
Flame” (scarlet lit with gold); 
“Right Royal” (true scarlet), “Ca- 
price” (red touched with cycla- 
men); “Dreamy Pink” (young, 
sweet pink); “Sugar-Plum Pink” 
(vivid and sophisticated); “Sure 
Fire” (soft medium red); “Chero- 
kee” (deep crimson); and “Mon- 
soon” (exotic night-time cycla- 
men). 


In formulating advertising 
policy, a vital detail was the 
fact that Sans Egal was not just 
another lipstick—but a new 
kind of lipstick. There were 
four main selling points: 

@ Its indelibility. 

@ Its inexpensive cost for a 
true indelible lipstick. 

@iIts economy, because it 
does not need to be applied as 
often as ordinary lipsticks. 

@ Its wide choice of colours. 


Meanwhile, a market test had 
already been made by the distri- 
bution of samples to women be- 
tween the ages of 15 and 45, in 
each of three towns selected for a 
survey, and the findings of the 
market research team were avail 
able in planning the campaign 

The now well known sales 
slogan “Incredible indelible 
Sans Egal” suggested itself al- 
most immediately as being simple 
and effective. Bearing produc- 
tion problems in mind, the adver- 
tising had to be carefully geared 
towards a date, late in August, 
1954, when distribution would be 
complete 
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First phase success 


N August, 1954, a new lip- 
stick, claimed to be far 
more indelible than any pro- 
duct yet available to British 
women, was introduced into 
this country by the Sans Egal 
International Corporation. The 
first phase of the campaign to 
establish the product was com- 
pleted at the end of the year, 
and in six months production 
had quadrupled to meet the 
ever-growing demand. 


On this structure the adver 
tising scheme was prepared for 
the trade press,’ magazines, show- 
cards, point of sale material and 
displays. The first general cam- 
paign to launch the product was 
scheduled in women's journals 
with a strong fashion and beauty 
appeal, to make the initial impact. 
In addition, Sans Egal was booked 
to sponsor half-an-hour of the 
“Top Twenty Programme” from 
Radio Luxembourg, in a six 
weeks series, beginning on Sun- 


day, September 5 


Public relations role 


Press publicity was developed 
along parallel lines in close co- 
operation with F. J. Lyons, public 
relations consultants on the 
account. The preliminary cam- 
paign in trade journals was due 
for release in July, and a party to 
introduce the product to the trade 
press, and to beauty editors of 
monthly magazines with early 
press dates, was held at the Savoy 
Hotel 

The use of the lipstick was 
demonstrated by the model who 
would be appearing on the show- 
cards and point of sale material, 
and the product passed indeli- 
bility tests for kisses, cups, cigar- 


@ Continued on page 22 
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This Lancashire dealer 


Mr. George Kelsall, North Western Regional 
Manager of ]. Arthur Rank Screen Services 
L.itd., at a demonstration of the Kenwood 
“Chef” with Mr. Clifford Sidebotham, 
Managing Director of Wholesale Supplies 
(Sw |_td., area distributors for Kemvood,. 


“c ‘a tor the stockist it is a completely local | m, from one shopping area to 
] he SCVECEN 7S form of advertising; he knows that hole of Great Britain, J. Arthur 


the film at the cinema round the screen Services can help you 


one of my best corner is helping his sales. Thirdly, ically, effectively and with the 


it enables a considerable national t enthusiasm. 


ed - se oO pInpoin ms Ss *< fir) 
salesmen vareneee oth ~ am we ales effort KD PROM THE MANUFACTURER 


without wastage. For all these reasons I 


say that the cinema screen is one of ents ' 
(44 A NEW PRODUCT —an expensive ) ) nneth Wood, inventor of the 


my best salesmen.” ; — ' 
new product at that—requires : d range of products and 


“wo-minute films - , > of f Ke ‘ : ‘ 
a double selling job,” says Mr. Clifford Two-minute f p> are only em of . ‘ Poor xd Electrics Ltd., 
. : the many screen advertising t: tics : ' re Mr. S 
Sidebotham, Managing Director of : 7 1 Arth " ay aCHITIC ully agree with Mr. Sick 
, offere >V ‘ rthur ’ Scree ‘ » bH . ) S f 
Wholesale Supplies (Swinton) Ltd. a Z — oo , reen m the | nip of screen 
or : Services ; facilities which include »S ‘ ing reneral, < » su 
“The stockist needs quite as much ; ¢ TIk ig in general, and re Cce 
1 1 ‘ the famous magazine advertising two-minut t ‘Chet’ 
selling as the consumer. And one of cag , ¢ film for the " 
: - i film — and 15-second filmlets. What ticular; it has done a first-rate 
the best ways of selling the stockist is ; Ass 
, 7” 1 ever the size of your advertising j tr Kenwood. 
to produce really efiective consumer } 
advertising, with plenty of dealer 


tic-ups. 


“Now this two-minute film for J. ARTHUR RANK SCREEN SERVICES LTD 


Kenwood has bed « remarkable 11 HILL STREET, LONDON, W.1. GROSVENOR 6353 


success ; and as I see it there are three 
why. NORTH WESTERN REGIO* * MANAGER: G. H. KELSALL, 
1 3 THE PARSONAGE, MANCH ER. %. DEANSG 2947-2068 
ly, it demonstrates the pro : ? } ) 


; 1 ND sIONAL MANAGER: I 
in colour more quickly, more 

: MANAGER: A 
persuasively, more attractively than 

: : ’ . SCOTTISH REGIONAL MANAGER 

any ner medmm—both © the 4.0... eescsees enna " 


\Verionet! shire, Mont pomery shire 


stockist and the consumer. Secondly, 
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THE IRISH PRESS (1931), freland’s most 
influential National Daily Newspaper. Certified 
Net Paid Sales, January to June, 1955, 154,326 
copies daily. Its policy and ever increasing 
influence gave tremendous impetus to the 
industrial development over the past 25 years 
and helped to bring about the present healthy 
condition of Irish industry. 


The Irish Press also has a very influential 

circulation among the agricultural community 

which controls approximately 30% of the 
buyiag power in Ireland. 
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irish Sunday 
Newspapers 


THE SUNDAY PRESS (1949) attained 
supremacy overnight. The Sunday Press, 
launched in 1949, achieved an immediate and 
lasting success. It continues to be Ireland’s 
premier Sunday newspaper. Certified Net Paid 
Sales (January 1 to June 30, 1955), 405,922 
weekly. THE GREATEST NET SALES 
EVER ATTAINED BY ANY NEWSPAPER 
IN IRELAND. 
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THE EVENING PRIS (1954), the latest and 
most spectacular success in Irish newspaper 
history. The Evening ress was launched on 
September Ist, 1954, ond secured immediately 
a substantial portion of the Dublin Evening 
Newspaper market. (ertified Net Paid Sales: 
January to June, 1955, 79,762 daily. 


It is now a firmly established choice in many 
Dublin homes, having 30° of the sales of 
Dublin’s three Evening Newspapers. 


[IRISH PRESS LTD., DUBLIN. 
Advertisement Manager: C. J. Furlong. 
London Office: 149 FLEET STREET, £.C.4. 

Manager: Harold Crossley. 


| 21 eS 
1. A compl ii 
5 86s Combaian, ia thentsclves — 
5 campaign, in t 
| - es) 
2 ——— ¢ EVENING HAE ! 
a ———_— | = EVENING FCC Mem a 
‘ : 4 jE oR Mtg | | 
ss 5 PRESS jam. o - 
; a? i. 3 fe E. _\ § * i = 3 i ye 
a A wg f “ : \ ~ = 5 ‘- . i Zi vy pe: 7 | 
5 ; es : . , a ai wee 
Rie 4 A 1 | te Bhs: i ee oe < 
#®- wz : A 
Some 1-26/, oe o 
3 : = aT TE . of th | a = e 
— ae Te. | , € Dublin ae: 
GE ot the market for | \ ad vening Newspaper Nee -¥ 
: , ae sales a 
A I , ss *, ae 
. gn ee my for BS -_ >. 4 es af , 
; > é A ) # me foam \ < re FE; “= 5 % & ’ a, al 
i ¢. , ah oe ast, So ie ee 2 ae 6 
\a 5 "is ea 5 ey a j \ - aa 2: Fee a “ 
EL. 4 os Se | =r; ee 


ADVERTISER'S WEEKLY 


Blow-ups? 


Bigger than 
tuck under 
twenties or 
and-white 
Mounted or 
cies for rear i: 
continuously, 
the other 
customers 
our servic 
more. 
Autotype wi 
hibition st 
windows 


Quality 1s 


Phone for 
order... 0 
.- EALin 


*With the darker ve 


evenings 


emphasis is on 
transparencies 


Most of the 


— RING 
EALing 


sr small enough to 
In ones, twos, 

Precise in black- 
ous with colour. 
d, or as transparen- 
n. Autotype copes 
e eye on the job, 
livery date. Our 

work, our prices, 
p coming back for 


n everywhere—ex- 

oms. displays, shop 
or for decoration. 
y us. 


. discuss a trial 
presentative to call 


the 


really good ones 
are made by 


AUTOTYPE 


THE AUTOTYPE COMPANY LIMITED 
BROWNLOW ROD... WEST EALING, 


LONDON, W.13 


2691 -2-3 
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Production up to meet 


new lipstick demand 


ettes and handkerchiefs “without 
losing a mark.”’ This was the first 
release on news of the lipstick 
and aroused considerable interest. 

Next step was to familiarise re- 
tailers with the product. A com- 
petition was held for beauty 
counter assistants and make-up 
experts in retail outlets all over 
the country. A gift sample was 
presented to them, and after they 
had had an opportunity of testing 
it thoroughly they were asked to 
enumerate 10 selling points in 
what they considered to be the 
order of importance. Two win- 
ners shared the £25 first prize, 
and there were 36 consolation 
prizes of £1 each. Indelibility re- 
ceived an enthusiastic top rating. 


Danger of demand 


By this time interest in Sans 
Egal—before the release of any 
advertising to the public—was 
spreading so rapidly that it might 
well have proved an embarrass- 
ment by puttifig too heavy a de- 
mand on the initial distribution 
First information about the lip- 
stick to break outside the trade 
appeared in two national news- 
papers on the same day. 

The Helen Hugh beauty club 
feature in the Daily Mirror of 
July 20 claimed to have scooped 
the news 

At last I've found it 

the lipstick that really sticks 

to the lips—but to nothing 

else! . At present its very 

existence iS Sup] sed to be a 

secret. But, being a woman, | 

don't believe in keeping a 

secret, especially when it's 

good news. I discovered this 
make-up sensation of the year 
quite by accident ‘ 

Later that day, an item by 
Gwen Robyns was on the front 
page of the Evening News. Said 
Miss Robyns 

‘I'm hlowinge kisses to a 
chemist in Denmark For 
bless his heart, all through 
those dreary occupation war 
vears he spent his leisure per- 
fecting an incredible indelible 
lipstick And now, within six 
weeks, it will be on sale in this 
country ‘ 


Shade-testing stands 


Advertising began at the end of 
August, 1954, and extensive dis 
play and point of sale materia! 
was an essential part of dealer 
co-operation in establishing the 
product Two types of shade- 
testing stands were available—a 
small, heart-shaped design for 
chemists and retailers, and a 
larger, luxury stand for the big 
department stores. Shade cards 
were issued, showing the range 
of eight colours, and illustrated 
leaflets, giving detailed imstruc- 
tions on how to apply the lip- 
stick so that the most effective 
results could be obtained. 
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“Never before in Britain” was 
how this advertisement disclosed 
that the Sans Egal product was 
something quite new to this 
country Promotion plans in- 
cluded a contest for beauty 
counter assistants. 


Window bills were also issued, 
and arrangements were made for 
a series of simple but graphic 
displays, using cups, handker- 
chiefs and cigarettes with tell-tale 
lipstick stains, on a theme of 
“Do away with all this!’ Show- 
cards, in scarlet and black, were 
used, and counter display boxes, 
each holding 12 triangular packs, 
repeated the striking colour 
scheme 

The response was immediate, 
and the rush demand for Sans 
Egal in the first few weeks was 
overwhelming. Distribution was 
speeded up to meet the pace 

By the end of last year, the 
advertising on the _ initial 
scheme had been completed, 
and the lipstick had established 
itself with a steadily expandi 


market. Production had been 

quadrupled. 

The second phase of the pro- 
motion has been completed and 
the third, now in progress, is 
based upon the introductory 
campaign 
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TICUNIUS SUPERBUS 
(V.LP*) 
FABULOUS BUT BY NO MEANS MYTHICAL FIGURE 
OF 20m-CENTURY FINANCE 
Owes his immense wealth to vision, integrity, enter- 
prise, imagination, shrewd judgment, attention to detail 
and exceptionally close attention to the Company 
Meetings pages of The Economist. 
(CIRCULATION NOW WELL OVER 54,000) 


*Vast Investment Potent 


THE ECONOMIST, 22 RYDER STREET WHITEBHALL 1511 
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Twenty-fou: 


ent. of Sunday 
Newspaper acult readers in 


BIRMINGHAM 


are readers of the 


Sunday Mercury 


Research Services’ Survey of the population 
within a radius of 10 miles of the centre of 
Birmingham shows the following Sunday 
Newspaper adult readership 


News of the World 4TY, 
Sunday Pictorial 40%, 
The People 34%, 


SUNDAY MERCURY 24 
Sunday Newspaper X 18% 


Sunday Mercury 


BIRMINGHAM’S OWN SUNDAY NEWSPAPER | 
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Review of House Organs 


How to get the woman in 
the home interested 


[! is pretty important to get 
the staff magazine into the 
home. In so many families 
the wife's attitude to the firm 
vitally affects the husband's 
interest in his work and his 
loyalty to his employer. If she 
is constantly making slighting 
comments about the firm or 
the boss she can very quickly 
take the edge off the man’s 
enthusiasm for his work. 


But is it enough to include a 
couple of pages of beauty hints 
or fashion pictures? 

I don't think it ts 

I would not go so far as to say 
that such superficial features are 
unnecessary or undesirable, but 
they can be no more than the 
call note. Having got the woman 
to look at the magazine on the 
strength of such features, you 
must tell her what you want her 
to know about the firm, but in 
terms that she wants to read. 

How many industrial editors 
tackle that problem? 

Very few indeed 

The first requirement? 

I should say that the material 
be brightly wri that the pill 
be not only sugared but brightly 
coloured Look at the news- 
papers that are read mainly by 
women. You deplore their 
style, but you cannot deny their 
success. 


Dramatise dramatise .. . 
dramatise! 

* * * 

THE JOURNAL of Iraq Petroleum 
Company, lraq Petroleum, 
becomes more like the peacock 
with every issuc The August 


number contained no fewer than 
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By BRIAN HILTON 


16 splendid full-colour pictures. 
And there was not a single adver- 
tisement to help pay for them! 

The wealthy oil companies 
make the mouths of professional 
publishers water. 

> * - 

THE SUMMER issue of Hovis 
Magazine adopted the technique 
not uncommon in advertising 
booklets, but rare in house 
journals, of using two kinds of 
paper. Pages of art alternated 
with pages of printing so that the 
many photographs could be given 
the best chance of good reproduc- 
tion without purely text matter 
being printed on shiny and expen- 
sive stock. 

Is it worth while? 


Feel_of paper 

Well, coated paper is very 
expensive and no doubt a fair 
amount of money was saved. On 
the other hand, the average reader 
likes the smooth feel and high 
gloss of an art paper. He has 
been conditioned to it by the 
swank magazines, although the 
theory is that to print all-type 
pages on art paper is not only 
extravagant but also technically 
unsound because the shine of the 
paper interferes with easy reading. 

* * * 

HeRE 1S a gimmick worth 
remembering : 

The summer number of the 
Grid, house magazine of Oldham 
and Son, celebrates the com- 
pany’s 90th birthday. It is full of 
articles that throw back to the 
early days. One tends to flick 
over the pages before alighting 
on one to read it thoroughly. So 


@ Continued on page 26 


This is a double-page spread from the latest issue of “Good Company” 


published by Dexion Ltd., and associated companies 


view it is vigorous and forthright. 


In Brian Hilton's 


The story on this spread deals with 


the travels of one of the firm's salesmen 
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ry 
‘ here are three kinds of lit declared some sage : 
lies, damned lies, and statist -s. 

However, even though stat -tics sometimes con- 
tradict each other, advertisers have to use them. 
For example, a lot of advertisers were interested to 
note that The Reader’s Digest now guarantees a 
million circulation, a figure nobody can dispute 
or ignore. But there is more to choosing media than 
counting heads—even a million of them. Adver- 
tisers are vitally concerned with what goes on in 
those heads, and what is theircommon denominator. 

For any paper or magazine has already done a 
selection job for the advertiser —it has sold itself 
to people who have a common denominator which 
makes them choose it. 

The common denominator of the several million 
men and women who read The Reader’s Digest is 
that they read. The Reader’s Digest is written to 
be read, bought to be read, passed on to others 
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DIVIDED BY A MILLION 


to be read. Digest readers are the kind of people 


who influence others — and they're well above the 
national average in spending power. For adver- 
tisers who think their advertisements deserve to 
be read and though! about, not glanced at and for- 
gotten, The Reader igest offers one of the most 


land. 


important media in 
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COLOUR? certamy: 


Any second colour » « want at only £25 extra per 
page—£15 extra fo |) '! a page. And full colour 
printing on The Reac: « Digest heat-set rotary press 
costs only 20°/, more \o» black and white. 


BLEED? or course: : 


Both pages and be!’ pores can Dieed: 40% more 
space at only 10% mere cost. 
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the market befo1 
a national 
direct mail is pari 
the things we hav. 
about the selectivit 
the mass approach 


‘ . ’ 
we use agaltr sf 


in other words, sounding 
q out all the stops of 
campaign, isa job for which 
ly suited. It’s one of 
nind when we go on 
direct mail as against 

‘ the press. Mind you, 


1 purely comparative 


sense. For test mailings of this kind are excel- 


lent examples of the way in which direct mail 


and the press rub 
Whenever 


happily. 


shoulders together most 


you’re out to sound the 


market, we'll be only too glad to ‘recce’ for you. 


Si 


By the way and to the point, have 
you tried CL’s better than ever 
service for the production and dis- 
tribution of your normal direct 


mailings? 


CHADWICK-LATZ LIMITED 


Creators and Distributors of Direct Advertising 


Alexander House * Shaftesbury Avenue * wc2 * Temple Bar 264: 
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REVIEW 
OF 
HOUSE 


—continued 


The new “London 
Shell” is a_ first- 
class, full - scale 
newspaper printed 
on art paper In 
Brian Hilton's view 
it is an excellent 
piece of work and 


a great deal more 
elaborate thar 
some house 
journals thai 

to serve a wor 


wide readership 


in the middle, editor Gavin Starey 


has bound in an_ eight-page 
section printed yellow stock. 
This carries, one to a _ page, 
extracts from f the articles 
with very strong and large line 
illustrations 

This is the meatiest example of 


copy-tasting | have ever seen. 
Having read t} ct, the temp- 
tation to read full article is 
indeed strong 


* * 

THE MAGAZ! \leraphy Bul- 
letin, fror iphy Ltd., 
certainly puts vares in the 
shop window is magazine 
deals with hic printing 
and materials. ‘ront cover of 
the summer er carries a 


colour photogra f yachting at 
St. Mawes) so and brilliant 
it looks as if were printed 
letterpress rat han by the 
softer offset ; Yet offset it 
is ON art paper | it makes one 


think 
* * * 
SHOULD HOUSF organs carry 
jokes ? 


If they do not carry jokes, per- 
haps they ough have some- 
thing else to prov contrast for 
the serious matte The mind is 
stimulated by change, by alternat- 
ing influences. | quote from Ster 
(Champion Paper i Fibre Co.): 

“Darkness is restful after the 
stimulation of light, silence is 
restful after sound, heat after 
cold (or vice versa), inactivity 
after exertion You can find 
this principle throughout all 
nature — concentration and 
relaxation, energy and rest. sound 
and silence, upswing and down- 
beat for each sentence or 
paragraph on which a reader has 
to concentrate, there must be a 
following paragraph he can slide 
over easily. For every picture 
that draws his eye, there should 
be something on the page to rest 
his eye before another stimulus 
comes.” 

* * 7 

EpDITORIAL COMMENT in the new 
issue of Good Company (Dexion, 
Ltd., and associated companies) 
bravely, and I know rightly, 
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Feces es PEOPLE 
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declares that the editor finds no 
shortage of material—his prob- 
lem is to select, not dig up, 
material. 

If this kind of editorial state- 
ment is all too rare, so is this: 
“To be an average employee in a 
slack company paying poor 
wages is nothing to be proud of. 
Let us give ourselves the satis- 
faction of being first-class men in 
a good company where efficiency 
makes high pay possible.” 

The house journals in the 
Comino group of companies have 
always been vigorous and forth- 
right. They must have made a 
really practical contribution to 
the firm's remarkable growth. 

* * o 


THe Graxo Staff Bulletin has 
passed its 200th issue. Con- 
gratulations. The double centen- 
ary number carried an article by 
Clifford Turner, the first editor, 
who wrote the story of the 
magazine from the production of 
the first issue which was printed 
in the firm's own printing depart- 
ment. Now the 4,500 copies are 
printed each month by an out- 
side firm. 

* oa - 

THE SOAP manufacturers, 
Joseph Watson and Sons, Ltd., 
have their Whitehall News 
daintily set in Perpetua. Light 
caps are used for headlines and 
10 point for text. But I am 
always irritated to see sub-heads 
set in Plantin bold. To start 
with, Plantin bold is an unfor- 
tunate face, altogether lacking 
the excellent qualities of Plantin, 
and why use it with Perpetua 
when there is Perpetua bold, 
which is quite as good, if not 
better, than Perpetua ? 

I suppose the explanation is 
that the printer has not got Per- 
petua bold, and I suggest that he 
gets it, so perfecting the typo- 
graphy of the Whitehall News. 

* * = 


Ir seems that the relatively 
small amount of London news 
that was printed in the Shell 
Magazine did not satisfy London 
staff. So London Sheil has made 
its appearance 
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What cle you lero 
about Swindon? 


The population of Swindon 


is over 70,000 — a fact very easily ascertained 


from any book of reference 


BUT DO YOU KNOW 


that 7,700 gardeners in -windon don't know | of all families in this prosperous area and that 


which brand of seeds the, buy no other evening newspaper has more than a 
that 15,800 house-owners or occupiers dotheir | 1|°., coverage in Swindon 
own decorating There’s not much we can't tell you about. 


that 7,900 families are planning to buy one or | Swindon. An extensive survey of the area has 
more of the following :— radio sets, television | just been completed for us by an independent 


sets, vacuum cleaners, refrigerators, cars Research Organisation. We can supply detailed 


that the “ Evening Advertiser "’ is read by 74°, | information on almost any aspect 


Please address enquiries to: 
T. G. N. Pearce 


London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS \'IMITED 


P.O. Box 265A, 
The Newspaper House, 167/170, Fleet Street, 
London, E.C.4. 


rd 


ertiser 


A.B.C. (30,883) 


ening 


SWINDON 
ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 


ee 
; / pl 
y a 
; a 
{ ) 
\ : 
\ j — A a 
: P| 


ADVERTISER'S WEEKLY 


Esquire is the kind cf magazine that men read when 
they are pleasantly relaxed, when their resistance 
is low and their receptivity high. That Is why adver- 
tising in Esquire pays remarkably good dividends 
—because Esquire puts men in the mood to buy. 


Laquite 


THE MAGAZINE FOR MEN 
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Prospects for UK traders 
in the Australian market 


A survey of the economic and 


in Australia has 


commercial situation 
recently been published for the benefit of United Kingdom exporters. 


ROSPECTS for the relaxa- 

tion of restrictions on 
United Kingdom exports to 
Australia, and the reasons 
which made that country im- 
pose severe reductions in im- 
port quotas, are discussed in 
detail in the Jatest authoritative 
economic survey of the coun- 
try.* 

For the exporter in this country 
who may ask if these restrictions 
are permanent and why cannot 
Australia expand her exports to 
make up the deficiency, the sur- 
vey sets out to explain that Aus- 
tralia is a “rapidly developing 
country with a high standard of 
living and a high wage and cost 


structure o oe high wage 
rates have necessarily added to 
the cost of production in manu- 
facturing industric Many Aus- 


tralians see their country’s future 
in more diversified exports 
manufactures as well as her 
natural exports of food and raw 
material 


Generally high cost 


But, says the sur ey, Australia’s 
manufacturing re in general 
high, and this ns that her 
secondary indus an make no 
substantial contr ion to her 
export earnings. 


Discussing the sibilities of 


the relaxation vese import 
restrictions, this while not 
making any | st, says: 


“There are clea 


reat poten- 
tialities for an incr 


’ in the pro- 


* Economic and ( mercial Condi- 
tions in the Commonwealth of Aus 
tralia, by the United Kinedom Senior 
Trade Commissioner in Canberra 
Obtamable from H M Stavonery 
Office. Kingsway, Lewin W.C.2, of 
branches, price Fs 6c the post is 24.). 


ence, held _ in 
Chicago, Seald- 
Sweet Sales Inc. 
mounted some 25 
pieces of colourful 
display material on 
to a long strip of 
fibre glass. A team 
of “Seald - Sweet 
Maids” held up the 
strip which exten- 
ded down the 
length of the con- 
vention hall. 


duction of commodities and of 
goods for export from Australia, 
but this can only occur if the 
question of rising costs is dealt 
with resolutely and with success.” 

Despite the restrictions, UK 
exporters still retain the major 
interest in the Australian market 
(apart from domestic manufac- 
ture of course). In 1953-54 im- 
ports into Australia from this 
country were worth £A333.3 mil- 
lion or nearly half the total; 
those from the United States were 
£A71.9 million; and from no 
other country were they much 
more than £A20 million. Austra- 
lia’s exports to the UK were 
valued at £A301 million in 
1953-54. 


Working of tariff 


The workings of the Australian 
Customs Tariff afe described in 
detail in the survey, together with 
an explanation of Australia’s 
commitments under her Ottawa 
Agreement and the General 
Agreement on Tariffs and Trade. 

The way the Australian scene 
is changing 1s dealt with at 
length and it is revealed that 
although primary produce domi- 
nates Australian exports, the net 
value of factory production now 
exceeds the total value of rural 
production. Since 1939 the num 
ber of factories has doubled while 
the value of output has risen 
from £A500 million in 1938-39 to 
£A2,720 million in 1952-53. It 
covers a wide range of products ; 
nearly all types of domestic elec- 
tric appliances ; internal combus- 
tion engines (diesel and petrol) ; 
motor vehicles and accessories ; 
railway engines, aircfaft, coastal 
cargo ships ; textiles ; pulp, news 
print and other paper ; chemicals 
from nearly 300 factories ; plas- 
tics from 236 factories and so on. 
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Lot's hte apse peeditiiate f , 
structeral plastics 


Look through the pages of THE 
FINANCIAL TIMES. See the many 
leading industrial advertisers who regularly 
reach ‘ Top Management ’ through its 
pages. This newspaper is widely 
read and respected in all the offices 
and board rooms where industry’s 
big buying decisions are made. 
For getting the attentive ear of even 
the “ unapproachable " executive 
there is no finer medium than Demolition in South A“ * 
Atlas-Copco puts compress<> =" 
Advertisers featured: THE ATLAS DIESEL CO., LTD., I to work for the wo: 
NORTHERN ALUMINIUM CO. LTD., — 
CONSOLIDATED PNEUMATIC TOOL CO., LTD., = 
B.1.P. CHEMICALS LTD., STEWARTS & LLOYDS LTD. 


THE FINANCIAL TIMES. 


Men who mean business read ' 


THE FINANCIAL TIMES 


every day 
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DON’T MISS THAT 
DEADLINE 


Your advertising controlled the 
visible way 


“ Space reserved for ge: 


A deadly phrase — 
the advertising agen! - nightmare! 
You re 


wise on 


Have you 
a lucky man if you 
‘{ you make sure that 


experienced it 7 
haven't, but a 
you don’t. 


And you can make sur visible system designed 
Advertising profession 


d insertion dates. 


in co-operation with 
eliminates the fear of 


Every stage of every ‘s tightly controlled by 
on system. Copy, lay- 
. the deadline for each 
e visible edge of the 


ention, 


this mistake-proof sno 
out, art-work, produ: 
is colour-signalled f; 
record for your instan 


No chance of dates overlooked . . . work 


eed to thumb through 
— details stand sharp 
finger. 


forgotten or mislaid 
masses of cards or } 
and clear at the flick 


These records containc on visibly-edged cards 
ird over all advertising. 
... posters... all your 

ied for twelve months 


confidently. 


afford the maximum <. 
ee leafl 
be 


simply — efficiently 


Press insertions . 


activities can cont) 


This is a system of equal value to the Advertising 
Manager as to the Agency. It will save endless 
worry, time, labour and money. And although 
wherever there is advertising there will always be 
a few frayed tempers . . . occasional outbursts, you 


will be surprised how they decrease when once this 
system is installed. 


Would like full details ? Then just write 
“Advertising Records” on your headed notepaper 
and post to the address below. 


(Shanon System 


VISIBLY 


you 


BETTER RECORDS 
The Shannon Limited 


370 Shannon Corner, New Malden, Surrey 


International fair 


in Bologna to 


SEPTEMBER 16, 1955 


feature woman and home 


HE intention of the 

organisers of the Woman 
and Home Exhibition, which 
is to be held in Bologna from 
October 1-15, is to provide an 
international fair of particular 
interest to women and to 
advertise Bolognese cooking 
and restaurants 


The two ma tions of the 


event will be tl Owing : 
Women’s dressmaking, to show 
sewing and knittir machines, 
lace-making, tailoring equipment 
of every kind samples in 
woollens, cotton and silk and arti- 
ficial fibres, ready-made clothes 


and fashion parade 
Food, mainly an 
local products ‘ 
vide opportur 
products as b 
Sauces, jam anc pat 


custard powde 


xhibition of 
ible to pro- 
such British 
whisky, gin, 
nt cake and 
tures. 


Big Us show for 
entire range of 
metal industries 


THE AMERICA society for 
Metals will be g their 37th 
Annual Exposit Congress 
in the Convent s, in Phila- 
delphia from Oc 17-21 

Reporting 954 event, 


the British ¢ 
Chicago has p 
entire field of 


General at 
ut that the 
s covered 


comprehensive iding all 
equipment requ the pro- 
duction, testing and handling of 
any type of metal. An extremely 
wide range of products was dis- 
played last year iding such 
tems as indust television 
cameras, ultrasonic degreasing 
machines, chain | 8, castings 
of all types, spe neters, all 
kinds of machine s, in addi- 
tion to every conceivable type of 
metal, even extending to the 
precious metals 

Kt is apparent visor, 


the Consulate General has 
stressed, that this trade show is 
extremely important as a means 
of presenting suitable products 
to important buyers, since it 
would appear that virtually every 
firm of consequence within the 
metals field exhibits there. There 
was even a reasonably representa- 
tive group of machine tool manu- 
facturers, including importers, 
displaying on this occasion 
Especially well represented were 
manufacturers and distributors of 
every conceivable type of testing 
equipment used in connection 
with the manufacture and quality 
control of metals. 


Test equipment field 


It can be stated without ques- 


tion that this particular trade 
show, which is open to United 
Kingdom exhibitors, can be 


used by a good number of British 
firms as an effective means of pro- 
motion in the United States 
market. For a considerable range 
of products there is unquestion- 


ably a market for United 
Kingdom goods, particularly 
within the field of test equip- 
ment 


Sign in the 
desert 


DRIVERS MOTORING along the 
desert road from Cairo to 
Alexandria, parched by the dust 
and the sun, and longing for an 
ice-cold drink, are particularly 
receptive to the idea of owning 
a refrigerator. For this reason, 
les Magasins Generaux de 
Musique, agents in Egypt for the 
General Electric Co. Ltd., have 
recently provided mileage posts 
along the road, informing desert 
drivers just how far they have 
to go—and reminding them that 
for refrigerators there is the 
General Electric Co. Ltd. of Eng- 
land 


REFRIGERATORS’ 


This sign — apily 
referring to the 
cooler things of 

life — has been - 
placed for the 
GEC organisation 
along the Egyptian 
desert road 
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The only financial weekly publishine an 
A.B.C. Net Sale is the Investors’ Chronicle 


The January/June 1955 figure was 27,359. 


(Please excuse our trumpet) 


INVESTORS’ CHRONICLE 


The financial weekly with far the largest circulation 
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She does her shopping 
at her newsagent 


She knows that the essence of shopping is CHOOSING 
—and she wouldn’t dream of choosing without first consulting 
Vanity Fair. Fashions, acce: ,ories, cosmetics, fabrics —- there’s 


no better place to advertise hem than in the pages of 


anily Fair 


BRITAIN’S LARGEST SELLING 
FASHION MAGAZINE 


SELLING OVER 


. at 
— The National ieaenine Company Limit ~~: 
| 2830 GROSVENOR GARDENS, LONDON, S.W.! SLOane 4591 COPIES A MONTH 


re ‘Postilats of: GOOD HOUSEKEEPING - HARPER'S BAZAAR _ 3 : _ a 
VANITY FAIR - HOUSE BEAUTIFUL - SHE - THE CONNOISSEUR | 


| Prepriaers of: THe GOOD MOUSEKEEFING INSTITUTE 
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Why is it that, despite better working and living standards, 
day-to-day affairs in industry are so often bedevilled ? 
More and more are coming to believe that— 


SerTemper 16, 1955 


Effective communication can 
improve labour relations 


[HE more complicated a 
social organism | nes 
the more each group \ il 
tends to develop into an in 
tellectual closed shop 
its own thoughts, 
own prejudices, using 
jargon, and failing 
stand its relationshi; 
whole organism. 

That is why more a: 
thinking people are beg 
worry about those 
which are summarised u 
generic term “communic: 

As Cecil Chisholm say 
excellent introductory cha 
this book:* “Evidence 
communication is all ar 
The average worker | 
haziest idea either of 
own job means or f 
company 


is Up to, ic 
* Communication in ! 
by Cecil Chisholm, B 
tions Ltd. and B. T. Bars 


against. Poor time-keeping, high 
rates of absenteeism, ceaseless 
changing of jobs, poor workman- 
ship among youngsters especially, 
restlessness among juniors, the 
difficulty of the unions in getting 
their members to cbserve con- 
tracts; all these troubles, we are 
beginning to realise, are partly 
due to our failure to explain our- 
selves to our employees.” 


Range of subjects 


It is this realisation that has 
aspired Mr. Chisholm to tackle 
his problem—and to do it in 
vhat is probably the best way 
onsidering the range of subjects 
nvolved : that is, as a symposium 
y 11 experts, each writing about 
he problem in his particular 
ield. They include a chief execu- 
ive, a senior line executive, a 
communications manager, a 
public relations officer, an indus- 
trial publicist, two barristers, and 


the executive of the largest trade 
union in the country. 

The book has been organised 
in four sections. The first deals 
with the outline of the problem, 
and the sort of facts the worker 
wants and uses. The second deals 
with written communication, in 
which useful advice is given on 
clarity in self expression. In the 
third section, the techniques of 
spoken and visual communica- 
tlon are dealt with. In the 
fourth, “Organising a communica- 
tion system,” interviews, attitude 
surveys, discussion groups, and 
conferences receive illuminating 
treatment. 

There are also useful appen- 
dices on trade union history, 
semantics, the use of the voice, 
microphone, radio, and television 
techniques, including the closed- 
circuit variety. 

Even to those who are in- 
terested in the problems of com- 
munication only theoretically, 


this book is interesting and highly 
thought-provoking. But to those 
who are confronted with some 
aspect of them in their actual 
work, it will undoubtedly prove 
of widely practical application. 

Quite rightly speeial attention 
is paid to the possible use in all 
this of closed-circuit television. 
A section of chapter 10 (headed 
“Visual communication”) by 
M. J. Buckmaster, public relations 
officer to the Ford Motor Co., 
describes how his firm used the 
technique in 1954 for a sales 
conference. 

“In this way,” he has written, 
“we were able to bring our new 
tractors to our guests instead of 
taking our guests to the tractors 
at Dagenham . . the same 
(method) can be used ata... 
management meeting or a pro- 
duct demonstration . . . television 
sets can be hired or obtained 
from a manufacturer or dealer on 
a reciprocal publicity basis.” 


aero dynamics applied to sales 


(ee) 


4 


Portrait of pleased executives indulging 


in a little airy persiflage after realising 


that Gartex Advertising Balloons, trifling 


in cost, have a dynamic impact on sales. 


stimulate a clamorous, 


Gartex, afloat in a myriad small hands, 


indoors and outdoors, obviously 


on-the-spot demand 


for many of the foods and sweets beloved 


Qa 


“ 


of small—and larger—fry. 


balloons for advertising 


YOUNG 
Telephone : Lib. 6281 (6 lines) 


Enquiries to: & FOGG RUBBER CO. LTD., Garfield Road, Wimbledon, S.W.19 


Cables : Rubbadip, Wimble, London 
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--- contacting Samson Clarks 


was the wisest move _~ we ever made... 


~ 
. made every penny 


of our appropriation do a full 
‘ > job of work. I'd no idea so 
~ eo -~- 


_ ss ; — little would stretch so 
i 


4 


ry rts 
. always heard 


. wealth « that Samson Clarks employ a 
experience in hand: new 1G first~< uass creative team. Now f 
. know it’s true. Press advertisements, 
leaflets, showcards — all imagina- 
tively designed and all exactly 
in tune with our... 


f 
. 
So 


products. They appre -hed our 
problem as enthusiastica as though 
we were their first clier and one 
or two suggestions the, put for- 
ward have saved u: 


Samson Clarks have acted for some of their most important clients for more 
than twenty-five years. Yet, significantly, they have recently been 

appointed by several young and progressive companies. To every client —o! 
they offer the experience gained during nearly sixty years as a leading Londo: 
agency, plus the vigorous, up-to-the-minute ideas of a young and enthusiast 
Samson Clarks—the complete agency service—inspires confidence because 

it has all the facilities under one roof. So whether your advertising problem: 
a modest expenditure in a few selected media, or a nation-wide campaign 
embracing press, cinema, radio and television, they can be handled completely 
and confidentially —within the Samson Clark organisation. 


SAMSON CLARK ADVERTISING 


INCORPORATED PRACTITIONERS IN ADVERTISING 


57-61 MORTIMER STREET, LONDON, W.1 Phone : MUSeum 5050 
Financial Advertising Division 


39 KING STREET, CHEAPSIDE, LONDON, E.C.2 Phone : MONarch 1233 
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Review of Poster Advertising 


A face that reflects the 


of the moment 


IKE hats, holiday 

drinks and dog 
female face is contr 
fashion. This is not to s 
all faces conform to th: 
whim of the momen 
merely to say that man 
conform and few succee 
~The reason why ?! 
succeed is that they are 
classically beautiful nor ; 
podgy. If they were 
beautiful, with the ; 
features” and “fine bor 
tures” of romantic fic! 


would be “typed” once 


ad 
This current London Transport 
poster presents several. well 
Anown monuments in an 
imaginative setting. Accompany, 


ing the poster was another, giving 
locations 


PRINCIPAL 


BRANCHES 


all: lovely for a lifetime but never 
strictly a la mode. 

Since few girls are really 
beautiful, the majority must trust 
to luck. The really lucky ones are 
those whose faces, once in the 
first 30 years of their lives, fit the 
fashion. And nowadays face- 
fashions are apt to change, not 
decade by decade (as they did in 
the earlier part of the century) 
but almost year by year. It may 
be anyone's turn next. 

A year or two ago it was 
Audrey Hepburn’s. Now there 
are so many Audreys that one 
doesn’t know which is which 

Then into advertising came Zéc 
Newton, an Audrey-with-a-differ 
ence. She smiled at us from 
every angle and every direction ; 
and when the milk people more 
or less took charge of her face, 
some of us must have felt there 
would never be another to sup- 
plant it. 

But fashion 
foiled as that. 


A different look 


“Miss Summertime” has hit the 
headlines of the Daily Express ; 
and in all her forms she has a 
look that is different, distinctive 
and delightful. Breeze, too, are 
running a competition for the 
“girl with the country-fresh 
look.” The girl who sets the 
style for the contest appears on 
their latest poster. She is young, 
gay, with eyes which sparkle but 
do not pop. She has a mouth 
which smiles as if it meant it. 
She is the New Face with the 
easy-breezy look. 

man (or woman) who 
. thought of the Breeze competi- 
tion deserves a minor Oscar. 

Advertising so often tries to 

feel the pulse of its public and 


is not so easily 


only succeeds in pulling its 
leg. 
This competition is as well 


The ma or 

woman w/ had 

the idea the 

Breeze con tion 

deserves nor 

Oscar sart 

Lewis's vie The 

poster preser a 

lady with a mouth 

that smiles a fu 

meant if igents 

are Colman Prentis 

and Varley Lid 
attuned to the mood of the 
moment as any feature in the 
national women's magazines 


Surely that is high enough praise 

for any advertising designed to 

appeal to women in the mass. 
* * * 

JUST AS single-column spaces 
call for very special layout treat- 
ment, so indeed do bus-sides 
Excellent as it is for long-range 
viewing in city streets, the bus- 
side is an awkward space to fill 
effectively. 


112 HIGH HOLBORN, W.C.1. 


MANCHESTER 


BIRMINGHAM 


LEEDS 


FURNISH AT 
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NAPLES 


In the opinion of Stuart Lewis, 
the Maples people have in this 
way tackled the problem of a bus 
side poster with imagination and 
skill Agents are Roles and 


. 


Parker Lid. 


* 
By 
STUART 
LEWIS 


Many advertisers evade the 
problem by filling the space with 
the product name and a support- 
ing slogan. This so-called 
reminder advertising is very easily 
forgotten, unless the slogan says 
something pretty powerful, pro- 
vocative or funny. With sufficient 
repetition it must of course have 
some effect on the sub-conscious 
mind of the viewer ; but it leaves 
the conscious mind unmoved. 


@ Continued on page 38 


G.L. McLELLAN- DIRECTOR 
WATFORD 
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SENIOR 
SERVICE 
Satisfy 


aan 


IMONDS & 
Every singl« signplate 
guar inteed for 


o 


— GHALKING , 
"DISCOLOURATION of Charlton 


or DETERIORATION make more outdoor signs than any similar organisation. 


a unless caused by mechanical 
3 damage. N. L. COWLING (CHARLTON) LTD., 


—— i ARMSTRONG GARDENS, WOOLWICH ROAD, 
— SES Ee LONDON, S.E.7_ Telephone : Greenwich 0051/2/3 
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Sheffields 


rT 


for 


POSTER WRITING 


and 


SILK SCREEN PRINTING 


Publicity House, Corewall Street, Birmingham, 3 


27-2911 Bootle Street. Deansgate. 


Ma neheste r 2 


Picture Your Goods 
At “Points of Sale’’ on 


Modern Poster Panels 


PADDINGTON 0166/7 


HENDON BILLPOSTING COMPANY 
37 SPRING STREET, W.2 
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Three bus posters that 
catch the eye 


In the opinion of 
Stuart Lew this 
is quite the 
briehtest and best 
piece of cheese 
cake that t! 
industry ha 
duced int 
of a poster f 
many aday. * 
month more 
posters 
viewed and 
should reach 4d 
vertisers Weekly 
not later ti 
Wednesday 
September 28 


Moreover it waste 


the money of 
the advertiser 


The Maples people have 
tackled the problem with 
imagination and skill. The 
object of the exercise was to 
convey the impression § that 


Maples sell al! kinds of furni- 
ture for all kinds of people. 
They could not very well 
show all kinds of furniture, so 
they showed some kinds of 
people—or strictly speaking, 
part of those people. 

The poster illustrates the lower 


Tonie poster 


Designed by Publicity Arts Lid. 
this poster supports a world-wide 
consumer campaign to promote 


Verdiviton, the vitamins tonic 
manufactured by E. R. Squibb 
& Sons 


2 ‘t LY 
UPPER REGENT STRECT Ww 
LBNehom 1744 


halves of a row of people sitting 
on the top of the bus. These 
more or less coincide with the 
visible upper halves of the actual 
passengers. The effect is amus- 
ing, arresting, and above all 
memorable. (See page 36.) 

It is a trick which comes off 
and which tells the story. 

” = 

Now FoR a bus-side which 
relies solely on a well-displayed 
slogan and gets away with it. 

The slogan is a new version of 
an old one : If you want to get 
ahead, get a new hat. The 
inclusion of the one word new 
changes the whole meaning of 
the slogan and directs the appeal 
to a far more profitable market. 

Surely it is much wiser to 
soften up the boys who are walk- 
ing about in shamefully greasy 
headgear than it is to attack the 
hatless brigade who are just not 
interested anyway. 

* * * 

TALKING OF buses, I glanced at 
the back of one the other day 
and saw the neatest-looking can 


can girl Since she was adver- 
tising the new Renoir film 
“French CanCan” she was 


rightly, if not properly, revealing 
her frilly pants and looking 
naughtily at her audience. 

At a second glance, I con- 
cluded that she was quite the 
brightest and best piece of cheese 
cake that the film industry had 
produced for many a day; and 1 
left it at that. 

Others, I understand, went 
further. The sponsors of the 
can-can girl tell me that numer- 
ous fans of the more assiduous 


@ Continued on page 39 
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Wanted—film posters for 
review in October 


This gay poster is 
now drawing 
attention to the 
Third Inter- 
national Handi- 
crafts, Homecrafts, 
and Hobbies 
Exhibition, at 
which a _ consider- 
able emphasis will 
be placed on “Do- 
it-vyourself’ activi- 
ties. 


type have asked for copies of the 
poster as souvenirs. Furthermore 
they add that the cinema where 
the film is being shown has been 
packed out every day. 

What about selling souvenir 
posters instead of souvenir pro- 
grammes? Before the war the 
London Passenger Transport 
Board sold their travel posters 
and did a brisk business with 
them. Why should not film 
people now do the same? 

The posters would have to be 
of a pretty high standard, far 
higher than the present average ; 
but that would not be hard to 
attain and might result in better 
advertising. 


Film posters wanted 


Next month this column will 
be devoted very largely to a 
review of film posters which have 
appeared in the past few months 
or which are due to appear in 
October. Review copies will be 
welcomed and they should reach 
ADVERTISER'S WEEKLY not later 
than Wednesday, September 28 


Problem of 
cigarettes 


CIGARETTE ADVERTISING is 
notoriously difficult to produce, 
unless the particular brand has 
some outstanding feature. More 
often than not the outstanding 
feature is lacking and the copy- 
writer must rely on gags and 
gimmicks 


This has not deterred the chaps 
responsible for State Express 

Three [hrees” advertising. They 
claim, quite simply, that “Three 
Threes”™ are outstanding cigarettes 
for outstanding people. In other 
words, they invite their public to 
be different for the sake of being 
different, without giving the 
slightest reason why. 


Persuade nobody 


I am afraid that such an appeal! 
would not persuade me to buy a 
single packet of “Three Threes” 
and I doubt whether it would 
persuade anyone else 


Equally puzzling is the new 
Dunhill advertising in the London 
area, which appears to be based 
on “local pride.” Clean and 
simple as the poster is, it does 
no more than refer to Dunhill as 
“London's finest cigarette.” Who 
cares where his cigarettes are 
made, provided their flavour suits 
his palate and they do not fall to 
bits in his mouth? Does he 
really mind if they come from 
Nottingham or Nantwich, Bristol 
or Bootle ? Or, for that matter, 
London ? 


How much more telling is the 
poster for “Senior Service,” which 
does not concern itself with local 
pride or social status. It simply 
carries an enormous packet and 
the words “Well made well 
packed. Senior Service satisfy.’ 


To my mind that is a true and 
believable piece of advertising for 
this increasingly popular brand 
Ask the man who smokes them. 
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— to spot it again on the 
counter. The product that 
has caught the eye on a 
Poster is the first to be 
recognised on the sales 
counter. 

The shape is the same, 
the colour is the same, its 
virtues are already im- 
pressed on the mind and a 
quick sale is the natural 
Sheldons 115 years’ experi- 
ence of Poster Advertising 
is valuable to YOU. 


Skeldons It¢ 


Sheldon House, Queen St., 
Leeds 1 


Tie up al! your 7 \_~ a sd 
OUTDOOR ADVERTISING 
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€ ~ 
Seeing theS ites? 
WEVE MANY 
“BEAUTIES 


LEICESTE.< 
ADVERTISER 


WATFORD | 
OBSERVE? 


Wet sale Jan.-June “S) | 
41,686 COPIES WEEKiY | 


-_ . ; 

NOTICE TO ALL | 
ADVERTISERS AND AGENTS | 
OF INTENDED CHANGE OF | 
ADVERTISING RATES 


Starting with our edition of 
FRIDAY, 4th NOVEMBER 
next the price for displayed 
advertisement3 willbe »~@ 


18’- per single columa inch 


it is regretted that, owing to 
temporary shortage of staff, we 
have not been able to circularise 
our clients individually but this 
is in process of being done now. 


Ji3 @ 

Cc. A. PEACOCK, Led. 
\@1 High Street, Watlerd, Merts 
London Represedtacive : 

L. A Cade 
143 Flees Sweet, E.C.4 (Pier 6692) 


, | 


“* CLASSIFIEDS ”’ 
PULL i. 


Advertiser’s 
Weekly 


Phone yours to 


CHANCERY 8844 
SR EI 


LANCASHIRE 


THE (DEAL posrer cowaTY 


THEATRE & 
EXHIBITION 
CONTRACTORS 
LIMITED 


26, PROGRESS WAY, 
CROYDON. Press 2824-5 


Specialists in Lxhibities 
Feature Construction, 
Stage Becer, Scenery 


Why not pet your TV 
Feature or Exhibition— 


ON ICE! 


We have complete equipment 
available as supplied to 
RADIOLYMPIA 
RADIO EARLS COURT 
DAILY EXPRESS FOOD FAIR 
Wo. | THEATRES 


Maximum window 
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display to passers-by is provided by the new 


Saxone shop in London's West End. The establishment is on a corner 


site. 


Shoe company’s new use 
of electric signs 


RECENT years have seen a 
considerable improvement 
in the quality of decor and 
sales aids used by large 
multiple shoe shops. As a 
result there has been a greater 
use of eye-catching displays, 
better facilities for the comfort 
of customers, and the extended 
use of advertising devices. 

Among the most progressive in 
this field is the Saxone Shoe Co. 
Ltd., which adds to the sales 
appeal of its footwear by new 
attractive shop fronts, and con- 
temporary decorative schemes. 
An example is the new Saxone 
shop in Regent Street, London, 
which, by its illuminated signs. 
adds brilliance to the night-time 
scene in the West End shopping 
centre 


The signs, manufactured and 
fitted by Claude-General Neon 
Lights Ltd. and designed by 
Michael Egan, blend with the 


brightly lit shop front, and are 
constructed to give the maximum 
display to passers-by. 


letter of the same material, with 
multi-bevelled edges finished in 
gold leaf. The sign is illumina- 
ted by sign-white Cleora fluores- 
cent tubing. 

In addition, a double sided box 
sign reading “Saxone shoes” pro- 
iects into Regent Street below 
facia level. It consists of two 
“Perspex” panels, with flat 
applied “Perspex” letters with the 
words “Saxone” in black, and 
“Shoes” in red script. Ilumina- 
tion is by a grid of sign-white 
tubing. 

Another sign reading “Saxone,” 


shop facias, Saxone 


Well above the normal height of 


have a 
vertical name display for the 
benefit of bus-top travellers. 


placed high above the norma! 
facia level to attract the eyes 
of bus passengers, is made up of 


, 14 inch black letters with 
pak " faces and 
bevelled , 


to other Saxone signs, being con- 
structed of opal colour “Pers- 
pex” panels backed by five lines 
of sign-white Cleora fluorescent 
tubing. Interlaced T-shaped 
glazing bars cover the 
which are further illuminated by 
a border of rose tubing fitted 
outside the box. A neat touch, 


just above the heads of passers- 
by, is an illuminated ottish 
thistle. 
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THENOATHERN WHIG 


AND BELFAST POST 


Rates and Details ft 
LEET STREET | D OFFI 
DONECG °* BRIDGES' BELF 
E: FLEET 9179 || PHONE:BELFAST 2 


TO ENSURE THE 


Best Results 

FROM A_ LIMITED 

APPROPRIATION, 
CONTACT 


The Specialists in low 


budget T. V. advertising: 


TELEVISUALS 


LIMITED 


12-16 Woods Mews, Park Lane, London, W.!. 
MAYfair 9903 
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Show your advertisement to the shopper 
just as she is about to spend her money. 
Hundreds of free point-of-sale sites 

are available to you—gladly given 

by retailers because Redfern Advertising 
Rubber Mats are welcomed as part 

of the shop furnishings. Colourful, 
permanent, and hardwearing, these mats 
can incorporate any trade name, mark, 
or slogan in a wide variety of colours. 
You can be certain that they will be 
kept in use — acting as last-minute reminders, 
day in and day out! 


REDFERN 


ADVERTISING 
RUBBER MATS 


DOOR MATS - FLOOR MATS - COIN MATS 
DARTS MATS - BOWLS MATS 


— Write for illustrated folder with details of 

vermanent point-of -sale ad vert isingymedium 

it gi ves examples in full colour of Rubber Adver- 

/ ing Mats used by some of the most famous 
sonal advertisers in the country. 
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Redfern’s Rubber Works Ltd - National Advertisers’ Division 
Hyde * Cheshire eo 
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How to get your share of the 
COMING U.S. MARKET 


now at the highest point 


American Ind 
of production in v 
Not only is this capa: 
Its consumption 
ment rate 1s, per 
Even a fractior 
a substantial bus: 
So if your pro 
to American bu 
) have never been 
) you go about it | 
) 


-and is still climbing. 
ing market bigger in size. 
pital equipment replace- 
far greater too. 
s market could represent 
you, 

being sold, or can be sold, 
d industry, your prospects 
‘r than they are now—IF 
baphadl way. 


For in Amer , are not so much bought 
as SOLD—this m that sales and distribution 
must be backed onsistent and aggressive 


advertising in th 
your customers re 
lication advertising 
Hill 

McGraw-Hill is 


siness publications which 
In America business pub- 
omatically means McGraw- 


leading publisher in the 
United States of business and technical journals— 
34 in all—covering practically every field of 
3 industrial endeavour. And every journal is by far 
the leading one in its field—with many tens of 

yuusands of subscribers who BUY through its 


pages. But McGraw-Hill’s service does not end 
there. It also offers vital information—such as 
the market potential for your product . . . how to 


go about establishing your sales and distribution 
organisation and so on. 

So why not have one of the London McGraw- 
: Hill men show how you can gear your sales pro- 
; gramme to today’s opportunities? He has access 
to a wealth of specific and helpful data on your 
product market. His job is to make it freely 
available to you. Write or phone today. No 
obligation, of course. If you would like additional 
evidence on the long term outlook for business 
. write for a free copy of “The American Economy... 
4 Prospects for Growth.” 


McGRAW-HILL . 


PUBLISHING 


93 Farr 


Telephone: 


“> 


COMPANY LTD 


ngdon Street. ndon, €.C.4. 
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NEW SLETTER FROM 
SCOTLAND 


by Rushworth Fogg 


‘The lot’ is 
in anti-TB 


“TF you were advertising a 

new product In an area 
and getting half the adult 
population to buy it, that 
would be something, wouldn't 


it? Well, it's just what we're 
doing with this proposition,” 
said a civil servant in St. 
Andrew's House, the Edin- 
burgh equivalent of London's 
Whitehall 


He was talking 
sive mass X-ray d 
towns which are p 
tuberculosis camp 
one the gover 
Scotland at pr 


:bout the inten- 
ives in selected 
rt of the anti- 
1ign, the biggest 
nment is running in 
esent 


Points of policy 


Before being passed on to this 
man, I had listened to his boss, 
William M. Ba tine, director of 
the Scottish Information Office, 
dealing with so points on state 
advertising s country that 
had been me ned to me by 
Glasgow ager people One 


hat the Scottish 
departments use London agencies 
Another, by a Glasgow agent who 
had handled a St. Andrew's 
House account. that it had meant 
a lot more work for the money 


was a comp 


than any ordinary client would 
expect 

Explained Mr. Ballantine: “We 
do use a Scottish agency when 
that is the best way of getting 


value for the 
For example, t 


taxpayer's money. 
Department of 


A MUST! 


Our Patented Milk Cap Remover : 
Every housewife needs one. 
A perfect GIVE-AWAY for adjver- 
tising purposes We are also the 
manufacturers of the 
LADDERST OP Booklets 
SOAP LEAF Booklets 
MOTH ye —_—— 
STYPTIC Book 
ret gay REFRESHING 
Bookie 
SOAP. % TOWEL Booklet 
and a dozen other types 

SUDDERICK & CO. LTD., 
25/27, peat ROAD, WALTON, 

VERPOOL 
‘Sewshttshed sm. 


Lear 


being used 


campaign 


Agriculture “Harvest Help’ cam- 
paign has gone the rounds of the 
agencies here—Peter Menzies, 
© Cuthbertson, Osborne- 
Peacock. And for the Scottish 
departmental classified advertis- 
ing, Robertson and Scott have 
been responsible from ~-time 
immemorial. 

“But some campaigns are best 
run jointly with the English 
departments. Although the 
approach and slogans for Scot- 
land are different, it is clearly 
more practicable to use the same 
agent, the bigger campaign 
benefiting the smaller one 

“For the tuberculosis campaign 
we have used an English agency 
because, although there is no 
campaign in England comparable 
to ours, this agency had pre- 
viously run a campaign on recruit- 
ment of sanatorium nurses and 
consequently had some experience 
on TB.” 


This brought us round to the 
reason why it is difficult for an 
agency to deal with St. Andrew's 
House—a fact Mr. Ballantine 
admits. Because every slogan 
and statement must be true, 
accurate and _ unchallengeable, 


every phase has to be vetted in 
a way that would be superfluous 
with much commercial advertis- 
ing. A good deal of thought 
went into devising the apparently 
simple slogan used throughout 
the X-ray campaign: “7B can be 
cured. Let's stamp it out.” 


Use of posters 
The TB campaign is in two 
parts: a national, background 
campaign, mainly through 16- 
sheet posters plus local authority 
efforts and the intensive mass 
X-ray drives in industrial areas 

“Media used? The LOT,” said 
Bill Tait, the man quoted earlier. 
“Everything except. so far, tele- 
vision. Press, posters, leaflets, 
loudspeaker vans, house-to-house 
canvassing, film strips, films, 
window displays, pageants and 
gramophone records. 

“In about 18 months we have 
had 150,000 people X-rayed. The 
limiting factor is the number of 
units available. We are not dis- 
appointed if we get 12,000 people 
in a fortnight—the capacity of 
two units. We have this pull 
over the commercial concerns 
we get a lot of voluntary sup- 
port.” 

He pulled out of his desk a 
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Scotland uses the blues 
in anti-TB campaign 


copy of the Cowdenbeath Adver- 
tiser. In the first week of the 
Cowdenbeath drive, 6,000 people 
had been X-rayed. Just over half 
the displayed advertising in the 
paper had some mention of the 
X-ray campaign Apart from 
space paid for by the Department 
of Health, through the Informa- 
tion Office, many local advertisers 
had placed prestige advertise 
ments incorporating information 
about the mobile unit. Among 
them were outfitters, fish friers’ 
association, butchers, and a 
Rotary club “You can't 
gamble.” declared a _ bookie 
“Take a quickstep to the clinic,” 
advised a dance hall 


Dance halls are co-operating In 
another way They play as an 
interval speciality number a song 
sung by Nellie Lutcher, American 
blues singer, which starts: 

“X-ray...X-ray...X-ray time 

X-ray...X-ray...I've had mine. 

The use of this song was noted 
by Mr. Tait in an American cam- 
paign and with the help of the 
United States Public Affairs 
Officer in Edinburgh obtained 
seven records. They are pulling 
the teen-age dance fans into the 
clinics in each town where there 
is a campaign 


State advertising in 1954-55, for 


r 


Philippe Marcais works in Pari 


all Scottish campaigns (including 
Civil Defence, Harvest Help, 
Hospital Reserve recruitment, 
anti-TB and the rest) cost 
£17,400, including £9,300 for 
press advertising and £5,150 for 
posters. I came away with the 
impression that it is money well 
spent 


How to solve a 
space problem 


Topicat ADVERTISING Service, 
of Glasgow, has solved its space 
problem by moving from the 
premises in Hope Street to offices 
twice the size in West George 
Street 

Founded in the early 
Andrew Pearson, as advertising 
contract.:s, the firm developed 
into a veral agency with tech 
nical an.’ consumer accounts. It 
also pr advertising films 
and arra s film campaigns, and 
has prep ‘ed for commercial tele 
vision. Ir. Pearson is still (in 
the Sco phrase) sole partner, 
with hi n David and George 
Macvie account executives 
In’ addit to the West George 
Street « es, a new studio has 
been tak nearby 


‘20s by 


ices 


. illustrates 


regularly for ‘Elle’. His draughtsmanship 


is excellent; he has a feeling for the dramat 


and the talent to fuse these virtues 


into an admirable illustration. 


PHILIPPE MARCAIS 
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Ad Man’s Bookshelf 


marketing 


Modern Marketing, by HW i ' 
published by MecCraw-H 
Co., Ltd... price 45s 
TTYHIS book differs from many 

other excellent texts on 

marketing in three t 

First, the expec of 
management have been ding 
factor in the selectior iuch of 
the content. Second iuthor 
has stressed the dyr rces 
that affect marketin tices, 
and has sought to dev a daily 
awareness of basic ds and 
influences that bear on keting 
Third, the aim has be to stimu 
late the student to w learn 
more than any one text offers 
him. 


Era of change 


Each chapter 
statement of 


opens with a 
several marketing 
principles which the alert, in 
formed person should know in 
this era of business change 

style is lively and = eases 
student's path.  Ilustrat 

liven the text. Recent advances, 
such as automation and its pro 
bable influence on marketing, are 
treated 


There is an unusua! iount of 


JOINS INTERNATIONAL ARTISTS 


Comprehensive guide to 


operations 


“how to” material for the student 
who plans to enter marketing 
as well as material specifically 
aimed at the advertising student 


World guide on 


holiday haunts 


dfrican'’s Holida acd 
to South Afric and the 
World 1955-1956 Published by Travel 
Promotion (Pty) Lid Cape Town 
price 10s. 6d 
MTVHIS is a delightful publication 
both from the standpoint of 
content and production 
Compiled chiefly from informa 
tion supplied by official sources 
or gathered in the course of per 
sonal investigation, the whole has 
been fashioned into a well-illus 
trated and easy-to-read account 
of many places from which it 
would be hard to drag oneself 
The greater part of the book 
deals with the Union of South 
Africa, South West Africa. and 
the Central African Federation 
Beyond that, the outstanding 
features of other countries (in 
cluding Australia, Britain, and the 
United States) are covered 


South 
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DA 


and 


WILKINS 


quality print in 


colour 


competitively priced and 


punctually produced 


DAY & WILKINS LTD., 126/128, NEW KINGS ROAD, LONDON, S.W.6. 


TELEPHONE: RENown 2245/8. 
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Public Relations 


Polar air flight fires 


suitcase promotion 


Effective advantage of an unusual trip by a local personality 


was taken by Kennards Ltd., of Croydon, to 


promote a line of 


suitcases. In this article B. FILLAYSON BULLOCK, publicity 
manager, describes the operation. 


HE relationship of a depart- 
ment store with its 
customers can often be en- 
hanced if it is possible to asso- 
ciate a particular individual of 
local standing or interest with 
its activities. 

The opportunity to do this may 
come more often to some stores 
than it does to others, but always 
the factors governing this aspect 
of store public relations must be 
considered with the utmost care. 
Without exception they are sub- 
ject to several attendant prob- 
lems not the least of which is the 
full approbation and concurrence 
of the individual concerned. 
Naturally, the promotion of any 
consequent scheme must be 
carried out in a manner which 
avoids all possibility of needless 
embarrassment to whoever is 
involved 

Assuming that these points can 
be handled satisfactorily, other 


This window dis 
play at Kennards 
of Croydon drew 
powerful attention 
to the fact that a 
special line of suit 
cases had hee 
given an out-of-the 
ordinary test 

strength . . and 
had come through 
it all very well 


iin | 


questions are bound to arise 
such as whether it is possible for 
the promotion to be handled as a 
matter of local prestige and civic 
pride, or whether it may be inter- 
related with the functional opera- 
tion of the store (i.e., providing a 
retail service to customers). 

It is necessary to consider 
whether what is proposed is 
sufficiently topical to have maxi- 
mum impact at the time of stag- 
ing and whether the idea is of a 
kind to which the public can 
respond. 


Co-ordinating the whole 


If there is a news angle to the 
scheme, the time available in 
which to create and co-ordinate 
the component parts of the whole 
is an all-important consideration. 
Recently, Kennards Ltd. of 


Croydon, were able to -organise 
a promotion which incorporated 
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Public Relations 


Polar test for suitcase 
sold the product 


practically all these possibilities. 
One of this country’s leading 
travel cofrespondents, K. West- 
cott Jones—colloquially known 
as “Mr. Travel”—was educated 
at the local public school and has 
been living in the district for over 
30 years. Local press editorial 
had been geared to feature his 
second trip into polar regions 
within a few months 
The news value was high as 
the polar air route ovef which 
he was travelling had only 
recently been inaugurated by 
Canadian Pacific Airlines, and the 
mysteries of the ice-capped North 
still stir feelings of adventure, 
excitement, and curiosity. 
The store was merchandising 
a special line of suitcases—ex- 
clusive to Kennards within the 
district — for holiday - minded 
customers. Here was an oppor- 
tunity to prove the merits and 
value of an item of merchan- 
dise by featuring the way in 
which it stood up to the 
rigorous conditions appertain- 
ing to a 15,000-mile journey 
made by a customer of the 
store—who was also an inter- 
esting local personality. 
Arrangements covering the pro 
motion involved co-ordination 
between Mr. Jones, the public 


felations department of the 
Canadian Pacific Airlines and the 
store publicity department. 
Special photographs for window 
display were taken of “Mr. 
Travel’s” departure from Amster- 
dam complete with the suitcase 
These were flown back to London 
for processing. Set display pieces 
were supplied by the airline show- 
ing his route, and large photo- 
graphs were prepared depicting 
the stops in Canada at such 
excitingly-named places as Lake 
Louise, the Rockies and also a 
visit to the Calgary stampede. 


Book tie-up 


Stocks of suitcases were 
ordered ahead of time from the 
manufacturer to meet the possi- 
bility of increased public demand 
A subsiviary tie-up arrangement 
was ma‘e with the book depart- 
ment the author's recent 
Travell for Business and 
Pleasure. published by Foyles, to 
be on s -cial display. 

Many the initial preparations 
were de prior to flight 
departu' and then held in cold 
storage. The display was care- 
fully plooned beforehand so that 
the who e promotion could start 
within a few hours of the return 
of the suitcase to the store. This 


- 
’*. 


ROAD, RAIL, SEA »>< 


Oe ts resem trams 


polar Cag by the 
regvtar ( ANADHAN 


This advertisement was placed by 
Kennards in a local newspaper. 


ensured maximum publicity 
before the peak holiday period 
and at a time when the press were 
featuring the news story 

The successful association of 
the activities of the store with 
those of one of its better known 
customers not only boosted its 
customer relationship and added 
to its prestige but, in this instance, 
it also sent up sales of the 
quitcase. 


It’s a good job 
we asked DiM along! 


Catalogue, showcard, 
leaflet or packaging 

as long as its production 
involves the use of 


some kind of paper or board, 
you will find it pays to call in 


Spicers Paper Consultant 
at the planning stage. 


speak to (aa 


Telephone : FLEET STREET 4211 
19 New Bridge Street - London EC4 


ADVERTISER'S WEEKLY 


Making the 
most of 
a day 


LTHOUGH journalists 

are reputed to be notori- 
ously late risers, there are 
some who believe one has got 
to start early to catch a decent 
sized story. 

A party of 22 of these early 
birds arrived at Waterloo Aijr 
Terminal at 7.15 a.m. one Wed 
nesday recently to take part in a 
13 hour trip to two provincial 
factories. The tour, in a specially 
chartered British European Air 
ways aircraft, covered about 600 
miles. 


Lunch in plane 


Leaving the airport over half 
an hour late due to fog, the party 
flew first to Gateshead (Co. Dur 
ham) where they saw an exhibi 
tion of welding equipment by 
Fusarc Ltd. After lunch on the 
plane, they flew to Bilston (Staffs) 
where they saw electrodes being 
produced by the Quasi-Arc Co 
Ltd. Despite the tight schedule 
and the fog the party arrived 
back in London exactly on time 

The main purpose behind the 
visit was to announce the inte 
gration of the services of the 
factories—both members of the 


@ Continued on page 46 
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Public Relations 


Two factories covered 
in a day—by air 


Every woman expects the last word—unless she is a lexico- 
grapher's wife. 


Mrs. Webster (so t! ‘ory runs) came unexpectedly into her 
husband's library and fou: ‘n happily, and expertly, kissing the 
maid. 
*“Noah!”’ she cried surprised.”’ 
“‘No, my dear,”’ he d her. “You are astonished: / am 
surprised." 
As no situation, how r compromising, could find the great 
man at a loss for words, s ANT PROJECTOR is never at a loss for 
a useful application. If y .ve not already discovered its capa- Journalists from national, provincial and trade papers saw a complete 
bilities, you will be astor t the versatility of the service it pictorial record of production in the British Oxygen Company's 
offers. It would, maybe, i« complacent to call it the “last factories at Bilston and Gateshead. Both were visited by aeroplane 
word” in precision appar for the advertising studio but it is in one day. 
pig eater ee Ang pepe oo Saete of Comtpment British Oxygen Company Group. a holiday postcard. j The post- 
‘ : It was the first time the press had card, a colowred facsimile of the 
The GRANT PRODUCTION 4 Rathbone Place, London, W.1 had an opportunity of visiting the abel, was addressed from 
(Museum 8717), 47 Cornw set, Birmingham 3 (Central 4131) factories. A lively press confer- “Bleaches Brook” and bore a 
and 7 Little Park Stre« ry (Coventry 64978) ence at Bilston was presided over hand-written message reading 
by J. Strong, chairman of the re- “Dear Mum, arriving to-day 
a organised conce which will be Don't worry about the washing 
210wn as Quasi-Arec Ltd. and _ cleaning A_ marvellous 
° new discovery, wonderfully 
Advice about cheap, only 1s. 4d., loaded with 


perfume. And now obtainable 


sci ts at your local shop.—Roma.” 
“NORTH AMERICA _ ,..2°*!80¢¢, 00 itt 
BeLievep to be the first com- stamped individually. 
. prehensive guide issued by a local Layton’s, who claim the bleach 


authority to the various types Of Joses none of its strength, clean- 
Powers national, cal and voluntary sing and deodorising properties 
assistance available for the aged, to the perfume, have also had 
give you a booklet drawn up by J. another display at Barkers in 
Roberts, civic welfare director at Kensingtap. 


Service Sciterd’ has eon cheamienaa ae 


nore than 21,000 elderly people 


Scandinavia in the city 

Latin America Many old peuple. Mr. Roberts 

Africa found, had little no knowledge 
and in oe ay Indies of the services heir disposal, 

slaaens and the booklet embraces an 

a . index listing a wse available. 


: The work is divided into sections 
JOSHUA B. POWERS LTD. __ International Publishers’ Representatives | dealing with those of a national, 


$4 Cockspur Street, London, $.W.1. WHI336 = jocal or voluntary character 


Card to Mum 
ys The foulte of tod yy Dee pei eerdemel (Rene 
“INSTRUMENT 


“Roma.” recently launched on 
bh 


the market by Layton Chemicals, 
has a pleasing and distinctive 
label designed to signify the 
fragrant aroma which has been 
introduced. As display attraction 
to catch the eye, Layton’s offer 
the retailer a showcard that, 
easily slipped over the body and 
neck of the bottle, depicts a bright 
garden in which clothes-posts and 
line show a freshly laundered 
white towel : This bright garden scene—plus 

The company started their sales clothes-posts and freshly washed 
campaign with a display at Ken white towel—fixes to the neck o/ 
nards, of Croydon, and by send- a hortle of the new perfumed 
ing the housewives in the vicinity bleach, “Roma”. 


Published by 


The Herbert Publishing Co. Ltd. 


Heatheock Court, Strand, London, W.C.2. 
Telephone: COVent Garden 2640 


| a 
| ee {_______+s 
% ve 
“ee 6@ ; an 2 kh 79) PO uF B ad « 
Bs ae © om ENE a He " ae 
_—“—sCs—s—s—s*iws es \G my 
In re : 
A _ Cd 
a | -8 
\ mst! 4 yey 
| io 
iy 
a BET BRI PZ 
70,000 
<7 


SerTeMBer 16, 1955 ADVERTISER'S WEEKLY 


COMMANDS ATTEN? (ON 
as probably the most closely read w man’s newspaper 
in the world 


© Readership of 400,000 weekly © Read b) women of all ages 
© All women’s subjects cov d 


- °o 
PUBLISHED EVERY THU! sDAY 
Miss G. E. Careless, Advertisemen snager, 
39-40, BEDFORD ST. LONDON, W.C.2. Tel. Mple Bar 8705-6-7 60 0 
°o 


YOUR ADVERTISEMENT IN “THE LADY” REACHES 
INTELLIGENT WOMEN OF 4... AGES 


Christmas is nearly here’ Only 


101 days to go: less 1! that 
before the gift-buying iche 
hits you. Fortunat we've 


MORANE PROTECTION got this particular pro! icin all 


tied-up . . . in attract: re 
WAYS sentation boxes, as a mo'ter of 
Al — fact. This year, give »leaming 
ase er print Chance Glassware ific- 
ally, one of the rang: 
Ware cocktail sets 
thing for your favour 
just the gift for th 
executive in your life 
com prises six glasse 
tangular tray and thi: 
44° olive dishes . . . al! 0 verb 
Chance Glass and modern de- 
sign. Other gifts available from 
4 3d.Send forcoloured |brochure 


Thia uw Set No. 124, u 
And now for the first time complete lace pattern, comprising ¢ 
protection can be given to photographs " } 
against humidity, heat, dust, etc. by using 7 3 olive dishes and a tray 
your existing dry-mounting press and Morane ‘ . 4 leas the ne na 
Super-Adhesive Plastic Skin gift bor, ms neve 
No more crumpling and buckling, or wear 
and tear due to continual carrying about or 
exhibiting. By the Morane process, matt 


or gloss film protection can be given to 

mounted or unmounted photographs of 

any size—as easily as putting a photograph FIESTA GLASSW ARE 
on a mount 


Why not send now and find out more about this wonderful protection 
for photographs’ 


Supplies in bulk only of Morane Super-Adhesive Plastic Skin from See it at, and address enquiries to; W. &. CHANCE & CO. LTD 
MORANE PLASTIC CO., LTD. 


2l, WOODTHORPE ROAD. ASHFORD. MIDD pean on rohan ee 
3 : ' LESEX. 
Phone - ASHFORD (Middx) 2727 339! BIRMINGHAM LONDON, 8.W.1 


TELEPHONE: WEST BROMWICH is24 TELEPHONE: WHITEHALL Gore 


eee 
Pan : ° 
Bee | Christmas ig 
“ 4 o / n ° re 
| AT By COMING». . 
, in » vat 
ad E. ‘de Acre (/f Fo 
a, 
a 
| y ck ‘ seeanennee 
ee ? Pe 
i Gee |) 
| ee 
G | Hk: | 
i J | ee | 
! PX . | ey | 
| a. : J 4 \ 


ADVERTISER'S WEEKLY 46 SEPTEMBER 16. 1955 


Public Relations 


Two factories covered 
in a day—by air 


Every woman expects the last word—unless she is a lexico- 
grapher's wife 


Mrs. Webster (so t ‘ory rums) came unexpectedly into her 
husband's library and { on happily, and expertly, kissing the 
maid. 
“Noah!” she cried rprised.”’ 
“No, my dear,”’ hr 1 her. “You are astonished: / am 
surprised." ; 
As no situation, h ympromising, could find the great ae “ a. 
man at a loss for words, ANT PROJECTOR is never at a loss for 
a useful application. If y " not already discovered its capa Journalists from national, provincial and trade papers saw a complete 
bilities, you will be astox t the versatility of the service it pictorial record of production in the British Oxygen Company's 
offers. It would, maybe, complacent to call it the “last factories at Bilston and Gateshead Both were visited by aeroplane 
word” in precision appa the advertising studio but it is ene Sep 
ote aebdes He of po ) wow etc deceit ao arena British Oxygen ¢ pany Group. a holiday postcard. The post- 
It was the first time the press had card, a coloured facsimile of the 
The GRANT PRODUCTION 4 Rathbone Place, London, W.1 had an opportu »f visiting the label, was addressed from 
(Museum 8717), 47 Corr et, Birmingham 3 (Central 4131) factories. A press confer- “Bleaches Brook” and bore a 
and 7 Little Park Stre« ry (Coventry 64978) ence at Bilston was presided over hand-written message reading 
by J. Strong an of the re- “Dear Mum, arriving to-day 
Oe eee organised conc which will be Don't worry about the washing 
known as Q Arc Ltd and_ cleaning A_ marvellous 
new discovery, wonderfully 


Ady ice about cheap, only 1s. 4d., loaded with 


perfume. And now obtainable 


In ° 
ass ‘ > at your local shop.—Roma.” 
NORTH AMERICA _ 2°80, feat 
BELIEVED the first com- stamped individually 
— — = gu ssued by a local Layton’s, who claim the bleach 


authority various types Of joses none of its strength, clean- 
owers national, and voluntary 


h 4 sing and deodorising properties 
= assistance available for the aged, to the perfume, have also had 
grirre you 4 booklet drawn up by J. another display at Barkers in 
Roberts, civic fare director at Kengin 
Service Salford, has been circulated to “e 
21,01 


more than ) elderly people 


prehensive 


Scandinavia in the city 
Latin America Many old pe * Mr. Roberts 
Africa found, had litt no knowledge 
and in ——— of the services heir disposal, 
Siehemestend | and the book embraces an 
Cyprus index listing a se available. 
The work is divided into sections 
JOSHUA B. POWERS LTD. International Publishers’ Representatives | desting with those of a national. 
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Card to Mum 


x THE NEW perfumed bleach, 

The ulde “Roma,” recer launched on 

ys fp the market by Layton Chemicals, 
has a pleasing and distinctive 

label designed t signily the 


fragrant aroma which has been 
introduced As display attraction 


“INSTRUMENT 


to catch the eye, Layton’s offer 
: ’ the retailer i showcard that, 
“REVIEW 2, ee 
OCUARANIEED neck of the bottle, depicts a bright 
garden in which clothes-posts and 
Published by 70,000 line show a freshly laundered 

The Herbert Publishing Co. Ltd 5 hese coe Svight Smee scone—pies 

. * The company started their sales clothes-posts and freshly washed 

Heatheock Court, Strand, London, W.C.2. campaign with a display at Ken white towel—fixes to the neck 


Telephone: COVent Garden 2640 nards, of Croydon, and by send- a bortle of the new perfumed 


ing the housewives in the vicinity hleach, “Roma’’. 
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MORANE PROTECTION 
ALWAYS 


eg print 


PROTECTED 
PRINT 


And now for the first time complete 
protection can be given to photographs 
against humidity, heat, dust, etc., by using 
your existing dry-mounting press and Morane 
Super-Adhesive Plastic Skin 

No more crumpling and buckling, or wear 
and tear due to continual carrying about or 
exhibiting. By the Morane process, mart 
or gloss film protection can be given to 
mounted or unmounted photographs of 
any s1ze—as easily as putting a photograph 
on a mount 


Why not send now and find out more about this wonderful protection 


for photographs’ 


Supplies in bulk only of Morane Super-Adhesive Plastic Skin from 


MORANE PLASTIC CO., LTD. 


21, WOODTHORPE ROAD. ASHFORD. MIDDLESEX. 


Phone : ASHFORD (Middx) 2727 339 
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Christmas is nearly he 
101 days to go: less 
before the gift-buyin 
hits you. Fortunaté 
got this particular jp: 
tied-up . . . in attract 
sentation boxes, as a! 
fact. This year, give 
Chance Glassware 
ally, one of the rang: 
Ware cocktail sets 
thing for your favou 
just the gift for th: 
executive in your life 
comprises six glass 
tangular tray and tl 
44” olive dishes . . . al 
Chance Glass and n 
sign. Other gifts avai 
4 3d.Send for coloured 


Thia ia Set No. 124, u 
lace pattern, compriat: 
3 olive diahes and a ty 


gift box, leas the norma 


‘d hance. FIESTA GLASSWARE 


See it at, and address enquir to: W. B. CHANCE & CO. LTD 
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—— Net Sale in Kent : 
KENTISH TIMES» Advertisers enter the 
es big top in style 


HIGHEST YET! 
OOD _ ideas like old 


ABC net sales for the period Jan.-June soldiers—never die. Nor, 


apparently, do they fade away. 

Some while ago I paid a well- 
deserved tribute to the Sunder- 
land Echo for a clever tie-up with 


Billy Smart's circus. George S. 
This is an aver: he weekly increase of Rushbrook, who at that time was 


4473 copies with the Lincolnshire Standard 


: . was very interested, and sent for 

over the corresponding period of 1954 a copy of the Sunderland paper. 
"Ss 945 He teok it with him in June when 

FLAT RA 26 PER S/C INCH he left Boston for the south coast 
to join the Eastbourne Gazette 


s T M E D 1 U M ; and Eastbourne Herald Chronicle 


as advertisement manager. 

And now, in the Eastbourne 
Gazette we see his own version of 
the same idea It differs, in 
several marked particulars from 
the Sunderland Echo's scheme 


Keadltv er Gow but retains all the romance of the 
si war! Big ‘Top and ill the ° vender 
in independent TV for 5’- 


interest of local advertisements 
vdvertising agents with TV departments 
y and scripts: you'll find it all in the Two of the 
Kemp's TV Supplement. Published 
in Kemp's Directory —or as a separate 
nt at 5/-— it is invaluable to all interested 
vercial television. Containing alpha- 
classified details of : 
SING AGENCIES’ TV DEPTS. 
ON AND CARTOONS . ARTISTES’ MANAGERS 
ENTS . CLOSED CIRCUIT . COMMERCIAL 
RS . COSTUMES ° CUTTING ROOMS 
EQUIPMENT (STUDIO AND THEATRE) 
rocK . FILM STRIP LABORATORIES 
LANCE SCREEN TV . LIBRARIES (FILM AND EFFECTS) ow patel fe “A ‘ 
LIBRARIES (RECORDED MUSIC) . LOCATION oulders at oa ee you of your own fuel problem 
nat MODELS AND DISPLAY OPTICALS ance He and all the other yoy will be well advised to consult 
PROCESS PHOTOGRAPHY . PROGRAMME CON- circus folk, whilst in East Corrall and Co., 43 Cornfield 
TRACTORS . PROPERTIES . REHEARSAL ROOMS bourne, will be fed on Sussex Road Telephone Eastbourne 
SAMPLE PACKAGING . SCENERY . SCRIPTS Gem bread 2192. 
STORYBOARDS AND VISUALS STUDIOS (FLOOR On Parade! Spick and span 
SPACE). STUDIOS (RECORDING) . SUB-CONTRACTORS as always, Billy Smart's Circus 
TAPE RECORDING . TITLING are entrusting their dry clean 
THEATRES (PROJECTION) ing to Nu-way Cleaners, 225 


How it works 


llustrations are 
here reproduced, with the adver- 
tisement captions used, showing 
how the scheme works. Each 
picture, of a circus celebrity (and 
some of the back-tent boys like 
the chef) carried a caption which 
featured a loca! advertiser. Here 
are two more examples 
Circus Strong Man Abdim 
If nie need strength and 
stamina to carry 10 men on his 


Togaro the Great, the human 
volcano. He at least doesn't have 
to worry about keeping warm, but 
if his performance should remind 


Terminus Road, while they're 
in Eastbourne It's first-class 
. ‘ , work arried oO with the 
First edition ith September —from publishers: — ake To. po aed ; one 


speed and efficiency that circus 
KEMP’S DIRECTORY folk appreciate 
. ny ‘ 


; : , A competition, run in conjunc- 
(TY SUPPLEMENT) 299-30! GRAY’S INN ROAD, LONDON, wc. *} i ; : tion with the feature, required 
readers to study all the pictures 
and select the three with the most 
effective captions. Preserving the 
circus spirit to the last, entries 


a eee had to be sent to of the 
a group of nine re, ; — had to be sent to one ¢ 


clowns. 


influential newspapers . he ‘ae 


FAMILY TRADITION is strong in 
one of the latest “centenarians,” 
A.B.C. NET SALES the East Kent Gazette, which is 
Ps ° published by W. J. Parrett Ltd. 
124 722 at Sittingbourne Its centenary 
7 ; s also marked the 100th anniver- 
sary of the founding of the firm 
Both the newspaper and the 
firm were founded by William 
John Parrett, the eldest son of 
Frauke feed the chimes te the Rev. William Erratt Parrett, 
toc et ema > , a Congregational minister 
chosen with the greatest of care ecas 
only the finest can be given to William John Parrett bought 
these valuable animals, that is the printing and publishing busi- 
why Frank Swain has been con- "8S formerly carried on at 17, 
LONDON: E.W. PLAYER LTD., 30, FLEET ST. EC4 tracted to supply to Billy Smart's "igh Street, Sittingbourne, by 
Circus whilst it is in Eastbourne @ Continued on page 49 
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Kent paper grows with 
family tradition 


John Read, the publisher of a 
monthly miscellany, and it was 
this publication that he converted 
into the Sittingbourne and 
Faversham Gazette, which later 
became the East Kent Gazette 

During the 50 years he was 
proprietor and editor of the 
Gazette, Mr. Parrett saw the 
towns of Sittingbourne and Mil- 
ton grow into prosperous com- 
munities. Within three months 
of completing 50 years as editor 
and proprietor, he died in 1905, 
aged 72. 


Move to Margate 


On ‘his death, the firm was 
turned into a limited company 
Frederick Parrett succeeded his 
father as editor and became 
chairman of the board of direc- 
tors. In 1909 the Isle of Thanet 
Gazette was acquired and G. I 
Parrett, another son, moved to 
Margate to manage the business 
there, while Frederick Parrett 
took over the editorship of that 
paper as well as that of the East 
Kent Gazette. 

Within a few years the Thanet 
Times was also bought and in 
corporated in the /sle of Thanet 


Gazette. When F. J. Parrett died 
in 1930 he was succeeded as 
chairman of directors by his 


brother, G. F. Parrett, who also 
took over the editorship of the 
Isle of Thanet Gazette. 


Line of editors 


The new editor of the East 
Kent Gazette was R. J. G 
Bennett, who ultimately retired 


after 55 years on the paper, and 


was succeeded as editor by 
W. G. Matthews, who died in 
1950, and was followed in the 
editorial chair by F. B. Millen, 


a grandson of the founder of the 
firm 

When G. F. Parrett died in 
1946 he was succeeded as chair- 
man of directors by his son, 


PLASTOIC 
BINDING 
now at 


Griffith 


Prompt service on 
Plastoic Binding 
now offered by 


W. P. GRIFFITH & SONS LTD 
154 Clerkenwell Road, 
London, E.C.1 
Terminus 


Tele phone 7363 


TRADE ENQUIRIES WELCOMED 


G. Warren Parrett, the present 
managing director and chairman 
of the board, the two other 
directors being § Winston 
Parrett and F. B. Millen 


| Well bowled! 


PROMINENT OFFICIALS of the 
Lancashire and Cheshire bowling 
world acknowledged the City and 
Suburban News £200 Charity 
Bowls Handicap as the best com- 
petition of the season in the area 


when the final stages were con- 
cluded recently 

Sports editor H. Healey had 
organised the event through Man- 
chester Weekly Newspapers Ltd 
and its success marks it as a lead- 
ing event of the year in Man- 


chester’s ting activity 


Sing!e ad made 
£16,500 sales 


HEADL! FOR a 10 by four 
column se advertisement in 
the Bou nouth Times series 
was “Loc husiness nets £16,500 
through to ughtful planning A 
local suc story was used to 
prove thi illing power of the 
paper as advertising medium 

As a result of a three column 


t in the series a local 
four new cars and six 
ones, to a total cash 


advertisen 
garage sol 
second-hand 


value of £16,500 They also 
traced several excellent inquiries 
to the advertisement, which they 


have antic 
further £5 
The Bourne 
duced a let 
director rem 


to G. M 


ited will bring them a 
AK) 

mouth Times repro 
r from the managing 
rting the good news 
Hughes, advertisement 


manager, and testifying not only 
to the value of the paper as a 
medium, but to the quality of 
their original advertisement as 


prepared by Headway Advertising 
Ltd 


A line reproduction of the 
orginal advertisement, processed 
by the Bournemouth Times 
engraving department. was in 


cluded in the house advertisement 


* > * 


SO COMMON 
the “ Back to 


with advertisers 


and p 
schoo features 
that 
posites are simost ready-made 
alert advertisement 
But A. Blagb 
Whitley Bay and Dis 
Weekly C,uardian (wh 
pleted that paper's feature 
a week, from first decision to 
final copy) introduced a pleasing 
in recalling that the 
theme can also 
dancing 


for the 
nartment 
( 


7) the 


var ce DY 
‘Back to scho 
r evening 
schools, etc 

What endless scope is here for 
repared to “develop 


classes, 
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N JOURNAL & 


SURY NEWS 


20.215 
NET SALES @BEDe eD weexkcy (asc) 


n Representative 


DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 (Fleet St. 2626) 


30/- Flat | 


P. Moon, 134 Fleet Si. F.C 4 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


intensively cover the populous 
ond prosperous oreo outh 
West Middlesex 
NET SALES 
45,905 
A.B.C. 
1% HIGH STREET 
HOUNSLOW 
Phone : HOUnsiow 00 67 4 
Lendon : G ckeon 
Clifford's inn, BOA mot Mii 
Founder Member London han 
ond Heme Counties Pres: or 


for 13 weeks 


o . ume 


SILK SCREEN ARTS LY? 


97 SHIRLEY ROAD. CROYOOR 


sia?-s 


WPELOW SERVICE 
) EXPRESS f 
veiiwieyv 


aoorscomee 


miGmtsT GR AOE 
Citam. (ware 
Pall wae? 


case 
orresponding 


hi 


PER 


NCH 


i! Fleet 


Advertisement 


A 7,259 copes 
sap 
Represented in Londor 


WILL KITCHEN, jnr 


(ex 
stoppage) is 


ecord. « ® 


rved of 1954 


treet, E.C 4 : 
Head Office LUTON Phone 5050 


Manager 


weekly 


er 


wing 
ver 


The HOME COUNTIES NEWS 
PAPERS GROUP 


atest sale figure 
ding the newspaper 


140,214 


COPIES WEEKLY 


. 
the 


ANH 


143,765 
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. CARLTON PHOTOGRAPH 


“Look, here's why *Philishave’ 
Rotary Acnon shaves smoother™ 


NATIONAL PRESS ADVERTISEMENT 
AGENCY: Erwin, Wasey & Company, Ltd 
ART DIRECTION: H. P. Gregory 


ADVERTISER: Philips Electrical, Ltd 
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THE GRAPHIC ARTS 
—a weekly news survey 


CONDUCTED 


BY 


ROGER DARCY 


ART DIRECTORS FORM ™ 
CLUB IN MELBOURNE 


A= directors in Melbourne, Australia, have followed the example 
of their colleagues in New York and Toronto and have formed 
a club. O. T. Gardner (creative director, George Patterson Pty., Ltd.), 
has been elected president. At an inaugural dinner recently he 
answered the question “Why form an Art Directors’ club?” 


He said such a club could: 

@ Maintain a high standard of 
design and artwork in advertis- 
ing ; 

@ Affiliate with kindred clubs 
and associations abroad; and 

@ Play an important part in 
certain community affairs. 

Mr. Gardner said that members 
ship had been restricted almost 
entirely to agency art directors a- 
art direction in this field was now 
established as a recognised work- 
ing procedure. He stressed, how- 
ever, that art directors in other 
fields would naturally be eligible 

for member- 
ship. Club 
members felt 
that by work- 
ing together 
and discuss- 
ing mutual 
problems 
they could do 
a number of 
things which 
would lead to 
a generally 
higher stand- 
dard of de- 
sign and illus- 

O. T. Gardner tration. 

“There is, for instance, a 
shortage to-day of top-grade 
artists and designers in some 
fields,” Mr. Gardner said, “and 
it is of great importance to all 
art directors—and, indeed, to the 
advertising industry as a whole 

that artists and designers 
should be encouraged to take up 
commercial art as a career.” 

It was easy to see the tre- 
mendous advantages which would 
follow the club's affiliation with 
such overseas bodies as the Art 
Directors’ Club of New York, an 
organisation now recognised as a 
world authority on art direction. 


Overseas aid 


He stressed that overseas affilia- 
tions would be particularly bene- 
ficial with the establishment of 
TV in Australia. 


Expert information would be- 
come available to the club on the 
part played by art direction in 
television in the United States 
and in Great Britam 


Members of the Art Directors’ 
Club of Melbourne felt that men 
with specialised knowledge and 
qualifications in art could play an 


important 
affairs. 

“We belicve, for instance,” said 
Mr. Gardrer, “that it would be 
desirable {or the organising com- 
mittees of such great events as 
the Olymr< Games to be able to 
draw on ¢ experience of men 
whose lives are concerned with 
presentins information to the 
public in tasteful and artistic 
way. 

It was 
became ¢ 
would be 
service t 
ning and 
whole. 

Harry | 
ciation of 
Federal pr: 
representiny 
Australian 
tising Age 
to Mr. 
speech. 

Committce members of the Art 
Directors’ Club of Melbourne 
are: O. 1. Gardner, president 
(George Patterson Pty. Litd.), 
F. Luxton, secretary-treasurer 
(Regency Publicity), Ron Skate 
(Claude Mooney Advertising), 
W. Stockdale (Carden Advertis- 
ing), Brian Cavendish (Myer 
Emporium) and H. Dowsing 
(Aldwych Advertising). 


part in community 


ped that as the club 
iblished its members 
e¢ to render a useful 
ndustry, civic plan- 
1¢ community as a 


ler, Australian Asso 
National Advertisers’ 
ident, and Ted Best, 

Jack Clemenger, 
Association of Adver 
cies president, replied 
Gardner's welcoming 


Aid to printers 


A Swiss-made humidifier, 
which aids printers to eliminate 
troubles which result from in- 
sufficient or varying atmospheric 
humidity, is now being marketed 
in this country by Price Service 
& Co., Ltd. 

Known as the Defensor, it is 
small, light and portable. 


The Porter's Partition 
assemblies at | 


600 Group mark 
in gold 


A first-class piece of printing 


for the 600 Group of companies 
(George Cohen Sons and Co., 
Ltd.) has just been carried out by 
St. Clements Press Ltd., Portugal 
Street, Kingsway, W.C.2 

It is the Group's annua! report 
and accounts. Printed through- 
out on white stock, the most 
striking feature is a restrained but 
attractive typographical front 
cover. The main setting is in 
Perpetua, with the name of the 
firm and the words “Report and 
Accounts” in an open em- 
bossed in black. 

The familiar 600 Group trade 
mark is embossed in gold 

Exceilent colour and notone 
illustrations inside show the wide 
range of activities of the group 
The accounts are prin an 
easily assimilated way the 
previous year's figure a 
second colour. Diagrar sui- 
marise the financial pos i of 
the group, showing wh hap 
pened since the grou ame 
public in 1947. 


To study h 


Professor Zdenko (© 
fessor of Graphic A 
School of Applied A 
Yugoslavia, who arriy 
in the United Kingdon 
months’ British Coun 
will study printing, b« 
engraving and other 
the London School 
and Graphic Arts 

Professor Gradis is 
the Co-operative 
Artists, Painters and S 
Croatia 


face 


Technical board’s annual lecture 


the 
British 
Printers, Mr. Jarrold is w 
fied to review his subject 


H. John Jarrold is to speak on 
“New Developments in Printing 
Processes and their Requirements 
for Printing Inks” at this year's 
annual lecture of the technical 
training board for the printing 
ink and roller making industry, 
which has been arranged for 
Wednesday, October 19. 

As chairman and managing 
director of Jarrold and Sons, Lid., 
of Norwich, and vice-chairman of 


the 
Master 
quali 


technical committe« 
Federation of 


The 
6.30 p.m. in 


lecture will be given at 
the Roy institu 
tion 21 Albermar| Street 
London, W.1. Those w ng to 
attend should apply to the secre 
tary of the board at 79/80 High 
Holborn, London, W.C.1, as soon 
as possible. 
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mbler, by Henry Simon Ltd., making 12-cel! 
uters Fibre Containers Lid., Croydon. 


New Printer 
Slotter for 


Bowaters 


HE first Simon-Hooper 

Printer Slotter was recently 
completed and despatched by 
Henry Simon Ltd., its destination 
being Bowaters Fibre Containers 
Ltd., at Croydon. Within three 
weeks the machine commenced 
three-shift operation and is a 
valuable addition to the Croydon 
plant. 

This model weighs 20 tons and 
handles blanks up to 62 in. by 
1034 in. It has a top speed of 
225 a minute and will operate at 
high speeds on long-run close 
register work. 

Electric compensators are 
mounted on the ends of the 
printing and slotting shafts and 
these are so designed that once 
the register is set, slipping is im 
possible and the printing is there 
fore accurate throughout the run 


Link with US 


Henry Simon Ltd., one of the 
main companies of the Simon 
Engineering group, have en 
tered into an agreement with the 
J. H. Mayhew Co. USA, to 
manufacture and sell outside 
America the Porter's Partition 
Assembler, an ingenious machine 
for the fully automatic produc- 
tion of up to 2,880 assemblies an 
hour. 

Only one man is needed to 
load and operate the machine 
Bowaters Fibre Containers Lid. 
have recently taken delivery of 
a model “B” Partition Assembler 
which will produce 36-cell assem- 
blies and will handle 50,000 
square feet of board an hour. 
Repeat orders have been re- 
ceived from other leading manu- 
facturers. 


Dispro-Gloss used 


The Hoe and Crabtree Stan- 
dard Newspaper Press brochure, 
produced by the Kingham 
Advertising Agency, Ltd. (this 
page, September 2), had its 
covers laminated by the Dispro- 
Gloss finish. This is a product 
of Dispro, Ltd., 36-38, Peckham 
Road, London, $.E.5 
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COPYWRITER 
HAS NARROW 


ESCAPE 


Now occupying a desk 
copywriting department of 
Pritchard, Wood & Partin 
John Hackett is considering 
very lucky to be alive H 
have joined PWP son 

bul was involved in an 


Lure, France, where th 
driving in at night wit! 
went over a precipi 
allowed to leave ho 


few days, but his wif 
valescing there The 
crash was printed in 
newspapers, with pict 
Mr. Hackett has sp 
of years in Australia, w 
an Army entertainm 
during the war, and 
into retail store adv 
came experience as a 
commercial radio in A 
which he joined the \ 
Freeth Advertising Age 
He returned to Engla 


ind has worked for Erw \ 
Co., Ltd.,. Mather & Crow 
John Haddon Ltd n 
Peacock Ltd 
* * * 

"THAT “the term export 
date’’ was an arresting rema 
recently by Leslie B. Cort, 
ing d xv of Colman, P 
Varley Exp Lid He 
ing. of course, from the 
and marketing angle 

i point was nat w 
conditions made « inad 


a British manufactur 
send his goods to 


might nevertheless wish to make his 
techniques and know-how available 


there through people willing to 
manufacture according to his speci- 
fications 

Or, on the other hand it might 
be better for him to establish his 
own factory there ; and it was the 
duty of his marketing and advertis 
ing expert to advise him accord 


Mr. Cort said that the tie-up in 
America between CPV and 
Gaynor & Co. Inc., announced the 
other day, was in line with CPV's 
belief that no agency could hope to 
be expert in any foreign territory it 
enters, and that it was often better to 


work together with people there 
than to set up new branches in 
market after market CPV had 


seen this policy work extremely wel! 

in Venezuela 
He told me that CPV’s overseas 
activities now involved an expend 
ture of about £2 million—though 
this was not entirely on behalf of 
British exporters 
- * 


BBUSMAN’S holiday for 0. 5. 
Turner, lecturer on typography at 
Watford Technical College, was a 
period during the summer working 
in the studio of Stuarts Advertising 
Agency Ltd. Object, he tells me. 
was to “keep in touch with the work 
and the tempo of an advertising 
agency.” 

Mr. Cox, a director of Stuarts, is 
a governor of the College 


ADVERTIS!|N.G MANAGER’S CORNER 


Worried Aboat Your 
“Baste”? Line? 


Why is it that 
wastepaper bask 
sometimes it ts 


times because t! 


of ten it’s because t! 


And every display p 


the public eye w: 


opportunity of se! 


ny showcards end up in the 


tead of the window? 


Well, 


iuse they're too large, some- 


too small, but nine times out 


ey're too ordinary. 


ce that fails to win a place in 


es your money and misses an 


ng your goods. 


We have 42 years of experience in designing * out- 


of-the-ordinary ° 


your waste down 


distinctive 


displays; let us help you to get 


showcards, 


clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED. 29-30 KINGLY STREET, LONDON, W.! 
REGent 3295-6-7 


Tel 


Bill Simpson 

writes a book 
‘ 
SOME mont! igo, when flying 
in a Visc nt he Channel! and 
north France, I had a very interest 
ng ci with William Simpson, 
chief press and rmation officer 
of British European Airways. Mr 
Simpson | all of one hand and 
most of the other. and was badly 
disfigured, in a wartime air crash 
and I was filled with admiration at 
the quiet courage and resourceful 
ness with which he managed to get 


along. despite this great disability 


He has now written his autobio 


graphy. under most effective 
ttle J Burned My Fingers I 
understand at describes his 
many months under plastic surgery 


ind his successful fight to full 
normal activ ind that there are 
also some inter ng personal ex 
periences with Lord Beaverbrook 

Putnam will publish the book in 
November, and I am greatly look 
ing forward to reading it 


Back to politics 
CONSERVATIVE and National 


beral candidate for the Manning 
ham Ward, Bradford, in the City 
Council by-election yesterday 
(Thursday) was Desmond A. Dal- 
gleish, principal of Achievement 
Publicity Services, Bradford. Aged 
43, he has not played an active part 
in politics for number of years. 
but when he w 17 was a speaker 
i huge rally of young people at 
the Royal Albert Hall, London, and 
was presented he Prime Minister 


‘ 


Mr. Dalgleish is an official of the 
Bradford Hospitals’ Broadcasting 
Association and personally broad 
casts commentaries on local sport- 
ing events t he Bradford hospitals 
He took prominent furt in the 
raising of onsiderable sum of 
noney to er British aihietes to 
oO n the Olympic Games 


Helsinki in 195? 


During the war he was m the 


‘x 
Royal Navy and during 1941 and 
1942 served in minesweepers for 
convoys on the A run to Mur 
mansk 

* * * 
Ir I tended ’ on weight 
which fortunately | don’t—I should 
be comforted | ) article im the 
visitors’ editior he Tate & Lyle 
Times, which ¢ that, according 
to medical auth Sugar plays an 
important part keeping weight 
down' 

This excellen produced 112 
page book. cont ing articles on 
the history of sug the operation 
of the firm's fir Ss. and many 
colour illustra s the brain 
child of th dit f the monthly 


Tate & Lyle Time 


He came into th 


David Curnock. 
when Tate 


& Lyle were fighting nationalisation 
This special ed n was his idea of 
how pest to nsw tne many 
nqgutries of visitors to the firm's 
plants. It will be vised from time 
to Ime 


Mr. Curnock. who has worked 


for the Sunday Express and Kems 
v's. has notable rnaiistic ant 
edents. His fath the late W. M. 
Curnock, was editor of the old 
Da Graphic for many years, and 


ncle, the late George Curnock, 
was a Daily Mai respondent 
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T. E. Beech in Norman Wisdom's 


room, at the London 


Palladium 


dressing 


Star portraits 


More than a dozen years ago, 
lr. E. Beech, who was advertising 
manager for Davis's Feather Mills, 
Ltd Aldgate East, fell victim to 
serious lung trouble. During a long 
period of enforced rest he developed 
1 technique of colouring black-and- 


white photographs with water 
colours which he called Color- 
craft. Since 1948 he has produced 


pleasing colour-pictures of a num 
ber of stars including Danny Kaye, 


Tommy Trinder, Eve Boswell, 
Charlie Chester, and Lester 
Ferguson. His latest sitter is 


Norman Wisdom, whom he visited 
at his dressing room at the Palla 
dium 

Norman will be featured in Mr 
Beech's forthcoming book of 
memoirs. It will be entitled 7] Saw 
Stars, and the proceeds will go to 
the National Society of Prevention 
of Tuberculosis, to whom the author 
has had reason to be grateful 


Success story 


A WEEK or two ago. in the 
Sunday Dispatch, there appeared 
the 2,000th published contribution 
and 500th published short story by 
Ralph L. Finn, copywriter with 
Legget Nicholson & Partners 

Mr. Finn holds what he believes 
to be a record—short stories in the 
Star, the Evening News and the 
Evening Standard on the same even- 
ing, two years ago. He has written 
18 novels, three books on sport 
ind the script and commentary for 
the documentary film “Saturday 
Afternoon the first soccer docu 
mentary to be made in this country 

He has won two short-story 
awards and his weekly football 
reports still appear in the People 
Before joining LNP he was adver 
tising manager with Max Factor 


CONTACT 
WEEK'S WISECRACK 


~ 


“If the client’s niece sings 

the jingle on TV opening 

night, Carruthers is going 

to ask his dealer to de-con- 
vert his set.” 
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Robert Sharp’s stock is rising 


At Robert Sharp's, we never forget that our advertisements Over and abo the important services of an Agency 


have to compete for attention with quite a lot of other items nowadays, this st: us still the most important: the 


This gives us a reputation for bright and original advert most difhcult to most useful for the client, We 


, or should be, only half the story. Fresh shall continue inv: ir own money in the creative side 


our way in to selling. Our search, all the time, of our business hall hope to continue seeing our 


for the ind of idea that not only gets attention at the reputation rise r clients flourish and increase 


time, but goes On Sé« lling for davs after it has been seen as a result 


ROBERT SHARP AND PARTNERS LIMITED, 3 Wyndham Place, London, W.1. Tel: AMBassador 1471-2-3-4 


, 


INCORPORATED PRACTITION 
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ADVERTISER’S WEEKLY 


‘House & Garden’ 


record issue 


The October issue of How 
Garden will be of 176 pag 
ding covers. This is | 
issue ever and carrie 
vertising, more than 
including 52 pages in 
Included in it is an 
colour advertising 
“Tygan,” a woven plas 
upholstery and surfa 
& Garden colours and ') 
interior decoration for 
editorial feature of th 
the feature is being 
displays by 60 retai 
furniture shops thr 
country 


+ 
' 


7 * 

Advertisement rates in |! 
publications of the Gir! 
Association, The Guide, ; 
and The Guider, a month 
have not been changed fo: 
years, are to be increased 
increased costs. New rates 
The Guide, £33 per page 
£25), and The Guider, £42 
(against £33). They will co 
force from December 1. 


* * ” 
“Many advertisers have 
the value of the Good 
keeping merchandising ser 
in operation since the bee 
June,” claim the publis! 
National Magazine Co., | 
service links advertisemen 
Housekeeping with point« 
play in stores and shops 


The National Newsagent Book- 
seller Stationer has increased its 
advertisement rates. New rates are: 
full-page £32 10s. (against £27 10s.); 
half-page £16 5s. (£13 15s.); quarter 
page £9 (£7 15s.). 

* * . 

An illustrated buyers’ guide will 
be included in an enlarged issue of 
Hairdressers’ Journal for October 6. 
It is designed to assist hairdressers 
in stocking up for the Christmas 
trade. 

* 7 - 

A series of extracts from Roger 
Bannister’s “First Four Minutes” 
will appear in the Sunday Times, 
beginning in the issue of September 
25. This series will be supported 
by extensive press and poster 
publicity. 

* * * 


New methods of heating and 
lighting in the home are to be dealt 
with in the enlarged October issue 
of Ideal Home. A large-scale press 
campaign will support the issue 

+ 7 - 

On the eve of the launching of 
commercial TV, this week's Picture 
Post contains a survey by New York 
correspondent Jack Winocour of 
the role in America of commercial 
TV as a medium of entertainment, 
instruction and sales promotion. 

- ” - 

Winner of the final at Butlin’s, 
Skegness, of the contest organised 
by Sporting Record at the Butlin 
Holiday Camps during the summer 
to find the “ideal open-air girl” was 
Miss Pamela Kemp, of Chelmsford 
This was the fifth year the contest 
has been held. 


™T & BIG 3 @ TWA RR 3 


* TV & BIG 5 


* TV & BIGS 


What you say on TV 


‘THE BIG THREE’ 


believe 


Ww! 


our Londoners to be the best buyers of 


all—but even the best cannot retain for the * buying 
tomorrow’ all the VISUAL offers that are made today. 
Our local papers will always be the family papers that are 
kept for reference in the homes for seven (7) days a week. 
Confirm your T.V. offer through this renowned and old 
established group giving concentrated coverage over vast 


prosperous districts.. 


NORTH LONDON’S 


BIG THREE WEEKLY HERALDS 


TOTTENHAM & EDMONTON WEEKLY HERALD 
Woop Green, SourHGate & PALMERS GREEN WEEKLY HERALD 
EnrieL> Weexty HERALD. 


46,594" for 17/6 = 


The Big Three Weekly Heralds, 823/9 High Rd, Tottenham, N.17 


Tot. 3221 (4 les). 


The October issue of Woman and 
Shopping (cover above) will be 
publicised by an 8% in. double adver- 
tisement in the “Evening Standard” 
next Tuesday. 
” * . 

The September issue of Aero- 
nautics, of 236 pages, was the largest 
ever published This issue, the 
special SBAC Show number, 
also broke all previous advertise- 
ment records for the journal. There 
were 144 advertisement pages, 33 of 
which were in colour. Published on 
the eve of the Farnborough Show, 
the special edition contained full 
details of the arrangements for the 
Show, including a map of the aero- 
drome and a plan of the stands. 

* * * 

Bandleader Ted Heath begins his 
own story in IMustrated next weck. 
To celebrate Wilfred Pickles’ silver 
wedding, the magazine is giving a 
party to 12 couples who chose the 
same wedding day. A report will 
be published in this issue, which 
will be given extensive national and 
provincial press advertising support. 

7” * 7” 


Harper's Bazaar have sent to 
advertisers a table of the proposed 
editorial contents of the 12 issues 
of the magazine for 1956, to assist 
decisions on insertions in the maga- 
zine. 

7 * . 

The third edition of Electrical 
Parts of a Car has been published 
at 2s. by Temple Press in association 
with The t Car. 

* + . 

A l2-page detachable knitting 
book will be included in the 
October Everywoman. A press 
advertising campaign using national 
and provincial newspapers, will be 
used for the issux 

= . * 

Popular Gardening is to carry six 
special autumn numbers with home 
garden-making supplements. Publi- 
cising these special numbers is a 
printed leaflet which has been sent 
out to advertisers. There will be 
no increase in advertisement rates. 

* * - 

A News Chronicle promotion 
folder carries an illustration of the 
launching of an escort frigate, and 
claims that the newspaper is 
written for “intelligent people who 
supervise much significant activity.” 

* * * 

Mickey Mouse Weekly will 
change its titlk to Mickey’s Weekly 
from the issue dated October 1. 
There is to be no change in price 
or day of publication, but it will 
be completely re-designed, say 
Odhams Press Ltd 

* > * 

The October issue of Aero- 
modeller will be a special water- 
plane issue. 
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We Hear 


The third ship since the war de- 
signed to carry newsprint has been 
ordered by the Bowater Steamship 
Co. Ltd. a subsidiary of 
Bowater Paper Corporation Ltd., 
from William Denny & Brothers 
Ltd., of Dumbarton. 

* * 7 

British Cellophane Lid. have 
issued the first of a series of four 
booklets to selected retailers. Aim 
of the series is to explain the 
advantages of the use of Cellophane. 

- * + 

New public relations accounts for 
Brunskill, Little & Partners Lid., are 
Tricosa garments distributed in this 
country by Garlaine Ltd., the 
Chilton home electric hair clipper, 
and the Ann Graham Vibrette. 

* * * 

Robert Brandon & Partners Ltd. 
have been appointed to handle 
— relations for Munton Packers 

d. 


Winning... 

Black & Decker Ltd. sponsored 
the Black & Decker Plate at Wind- 
sor races recently. It was won by 
Sir Winston Churchill’s two-year-old 
filly Pinnacle. 

* 7 * 

The August issue of Lilliput 
carried a near-life-size pin-up of 
Ava Gardner. The picture was 5 ft. 
by 1 ft. 6in., and was reproduced 
from a photograph supplied by 
MGM. 

* * 

Hanovia Lamps have again 
signed Doris Day to star in their 
weekly programme from Radio 
Luxembourg between 7.30 to 
745 p.m. every Wednesday until 
February 29. 


7 * * 


A brochure listing a selection of 
its subscribers has been issued by 
Office Magazine. 


*ee Tips 

A film in the. Tips series has been 
made, in collaboratioh with Wil- 
ling’s Press Service Ltd., for New 
Berry Fruits, made by Meltis Ltd 
It has a vintage car theme. 

* * * 

The film “It Can't Be Done” has 
been selected for preservation in the 
National Film archive by the 
selection committee of the British 
Pilm Institute. It was written, pro- 
duced and directed by B. Charles 
Dean. 


* a * 

Newnes & Pearson's are distribu- 
ting a new self-adhering poster for 
Malcolm Saville’s new book, Saucers 
Over the Moor. It is transparent, 
and can be posted on a shop window 
without paste or glue. 

- : 

With its current number, Coal, 
the National Coal Board magazine, 
celebrates its first 100 months of 
publication. 

* * * 

The 1955-56 edition of the Aero- 
modeller Annual will be published 
on November 1 at 10s. 

* * * 

Changes of Address: Murray's 
Advertising Service to Wallace 
Street. Ayr; “ 

Millbank, London, S.W.1; 

tion of Master Process 

Lion House, 75 Red Lion Street, 
London, W.C.1. 
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... and you have the new telephone number of 

The Observer on the Fleet Street Exchange. 

As easy to remember as the two things that 
distinguish The Observer as an advertising medium: 
its economical rate and its intelligent, responsive and 
steadily increasing readership. There is probably no 
need to remind anyone that it is read at leisure. Quite 
a lot of people have been known to read the 

words in its advertisements. 


THE OBSERVER 


TELEPHONE FLEET STREET 9991 


| ee 
QO) 
— ~ 
A _ 7 e S 
‘ X 
. es Be F L E | 
3 a 1 '¥ 
; C | . | 
D la ma 999 cs 
say <4 ie. 
eee = Ls oe 
5; - “| he. j i . f 
J 2 Pek . / 4 :! 
ee =~ a a 2 
7 7s. on — ; a 
| ora /( ax 6 
ge NX . - 
. pa > il 
) te 
; then ee @ « ~ [ 1 
3 e~. Z yi 
‘iG 7 =, 
Ss rn ’ Ps 
a | | : : 
} 
' ee 


ADVERTISER'S 


WEEKLY 56 


Rufflette to concentrate on London 
TV area for all-out sales drive 


Three one-and-a-half minute spots on commercial TV have been booked 


for Rufflette. They will be backed by large-space advertising in the national 
dailies, women's magazines. | ondon suburban weeklies, and the trade press. 


Agent the Winter Thomas Co., Led. 

For the first tir have been told, the Rufflette national! 
advertising will s nge of Rufflette brand products in each 
idver “I 

. e are x ynfid ss of Our new campaign, using commer 
cial TV, that the w ling force will be concentrated in the 
Home Counties fo Rex Farrell, Rufflette sales manager 
told a meeting of w 1 London last Friday 

Special TV showca distributed, and spaces have been booked 
in over 40 local pap he London TV area, he said 

First advertiser ionals and magazines will appear on 


October 1 


First Playt: New-size Topps 


drive here Topps furniture cream wil] be 
advertised on commercial TV in a 
The fi npaigr new size. Spaces will also be taken 
fe he Playtex Living in the Radio Times, News of the 
che , tled ! World, Sunday Pictorial, The People 
of month Larg and Sunday Express and the trade 
, nal da [ A press. Agents are Misani, Gooder 
f zit j ham & Young Ltd. 
These w 1d ! P. l TV 
aaa anei on 
13 in, t Crosse & Blackwell Ltd. f 
Expre “ their “ten o'clock testing panel” on 
Mirror the first might of commercial TV 
he Dai M i f Advertising includes national dail 
: paces i Sundays, provincial and trade pr 
; pag ind women’s magazines. Agents 


A I gaz 
H. Benson Ltd. 


Greenlys Ltd. 


— A 
7 
/ 
~ 
. : 


EDMOND KAPP ARTIST PARTNERS 


Shooting , f the 14-minute 
Rufflette Pt Three cameras 
were used , meousiy, recording 
he ’ ments of three 
pla wi nm appears 
, le of hands 
machining urtain tape 
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To handle Britvic 


Britvic Ltd. spots are to 
appear on commercial TV, say 
their new agents, Alfred Pember- 
ton Ltd. A weekly one-minute 
spot has been booked from Mon- 
day, September 26. 

Extensive press advertising 
booked for Britvic includes large 
spaces in London’ evenings, 
national dailies, general interest 
magazines and the trade and 
provincial press. 


. 
Car-key watch 

A new car-key watch, in the form 

of a mimiature rubber tyre, together 

with the key ring is to be launched 

by Timex Lid. with a campaign next 


month using the national dailies, 
Sundays, London evenings and 
general interest magazines and 
point of sale and display materia! 


are Graham & Gillies Ltd. 


A gents 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


ASTOR TOBACCO CO., LTD., for 
O Keeffe's Ad Service 
Lid. Campaign Irish Sun 
days and dailies provincial 


nr 


ertising 
using 
and 
McGRAW -HILI PUBLISHING 
CoO. LTD., for John Bennington 
Ltd Campaign for American 
nal Financial Times 
Economist and ide press 
BRITVIC LTD. for Alfred Pembe 
ton Ltd. Campaign, using com 
mercial TV, national dailies, Lon 
dor interest 


ind trade 


evenings general 


magazines provincial 


ANESI = LTD. 
Press Service Ltd 

MODE RN MACHINE TOOLS 
LTD. for Nigel Rainbow & 
Partners Ltd 

dD & C. & WILLIAM PRESS 

be i AIN-JOHN BROWN 

d KINNEAR MOODIE 


Taylor Advertising 


for Willing’s 


ROTOPLI NGE PUMP CO. LTD. 
and S. LONDON LTD. for 
Robert Brandon & Partners Ltd 

Campaigns 


PETSAID 


LTD., launching new 

iblet for domestic animals in 

October with half-pages in Even- 

New Evening Standard and 

The Star iM is & Fergusson 
Ltd.) 

HALEX LTD. using colour 
page S in general interest maga 
z ( simas gift Drush 
sets rr C. Pritchard, Wood & 
Pa riners l d.) 

t NIFORMITY SHOES using 
Da Mirror, Daily Mail and 
HW omer Oy = and | r e¢ press for 
c iren’s shoes Pi ond m Press 
Exchange Lt 

D. SENKER rs SON LTD., using 

ige — Express (Sep 
nhe da ifge spaces in 
Daily M. rror Dai Herald and 


rade press. (R. S. Caplin Ltd.) 


JOHN WHIT? LTD., launching 

sutumMnN maign with a half 

N Da E and other 
space im track iG. §$ 
Royds Ltd.) 

PLAYTEX L IVING GIRDLE, 
using large spaces in national 
dailies women’s and fashion 
magazines and trade press. (S. H 


Benson Ltd.) 


RUFFLETTE, using commercial 
I'V, large spaces in national dailies, 
women's magazines, London sub- 
urban press and trade press, and 
point-of-sale for autumn cam 
paign. (Winter Thomas Co., Ltd.) 

CHILTERN ELECTRIC PRO- 


DUCTS LTD., using large spaces 
in London evenings for Kub 
shaver. (S. C. Peacock Ltd.) 
ROSSE & BLAC KWELL LTD. 
using a T and large 
spaces in the Daily Express, Dail, 
Mirror, News Chronicle, Sunday 
Express and provincial and trade 
press and colour pages in women’s 
magazines. (Greenlys Ltd.) 
. W. HAMPSHIRE & CO., LTD., 
using national dailies, Sundays 
womens, genera interest Maga- 
zines and trade press for 
(Mather & Crowther Ltd.) 
R. HOWARD LTD. 
commercial TV, and Radi 
> World 


7 


- 


= 


using 
» Times 
Sunday Pic- 
wial, The Peo and Sunda) 
Express and trade press for Topps 
(Misani, Gooderham & Young 
Ltd.) 
OSBAND BROS. LTD., launching 
winter campaign in November for 


ple 


Strads with large spaces in Dail) 
E xpress, Daily Mirror, News 
Chronicle, Daily Mail and tradc 
press. (R. S. Caplin Ltd.) 

NEWMAN'S” SLIPPERS’ LTD., 
using commercial TV, women’s 
magazines and provincial and 
trade press. (Stowe & Bowden 
Lid.) 

SKYWAYS LTD., using national 
dailies for London-to-Paris air 
services (Robert Brandon & 


Partners Ltd.) 
SIMPLEX ELECTRIC CO. LTD. 


using national Sundays and pro- 
vincial press for Creda Star 
cooker (Stuart Advertising 
Agency Lid.) 
ADHE SIVE TAPES LTD. using 
yur pages n John Bull, Picture 
Po st, Everybody's, other spaces in 
women’s gazines and rade 
press. (Gordon & Gotch Ltd.) 
BOOK SOCIETY LTD. using 
Sunday Time Observer, Man 
chester Guardian and The Times 
for autumn campaign. (Willing’s 


Press Service Lid.) 


TIMEX LTD., launching new car 
key watch in national dailies 
Sundays, London evenings and 
general interest magazines 


(Graham & Gillies Ltd.) 
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You'll find me under the appro; ‘iate table! 


Tables of statistics are sometimes a great help in telling us about would like to 
the families of this country. But we never forget that the little apts oe 
statistic in our picture is sitting under a real table and our job is o us about 
to help put the good things on to it. methods of 

When our Marketing and Research Divisions have planned oa yr ea 
the who, where, when, what and why of marketing strategy, we in advertisement 
have still to talk to people from the printed page. We write and thd be 
design advertisements that make friends. 


5. C. PEACOCK LIMITED Incorporated Practitioners in Advertising 


MADDOX HOUSE, 2/5/22! REGENT STREET, LONDON, W.!. REGent 1081 - 16 LLOYD STREET, MANCHESTER. 2 OEAnsgate 569! 
2! LEIGH STREET, LIVERPOOL. ROYa! 886! - RUSKIN CHAMBERS. 19! CORPORATION STREET, BIRMINGHAM CENeral 7705 
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A genera lew of ft 

following the preceden 

Coe Lid Canadia VM Co., 

Ltd., and Marconi In Lid. 
companies 


Sales up as 


Selfridges, first this 
country to Stage a d¢ on 
of television, now cl the 
first to hold an exhib: ym- 
mercial TV 

All last week, \ ted 
Broadcasting Co., Ltd side 
broadcasting unit was re 
for closed-circuit tra ns 
from a studio on the t or 
to sets around the store. n 
strations were given of yn 
sale in the store, and Geo‘Trey 
Young, Selfridge’s PRO, .cted as 
commentator 

Eve Gardiner, chief up 
artist at the Max Fac ' jon 
salon gave regular dem ns 

Selfridges say that arp 
increase” in sales icts 


We're watching it for you... 


Amalgamated Wireless 
The stands showed a selection of the 
ent for use in the aeronautical field 


~~ 


— " 

. - ae 

nds at the Farnborough Air Show erected, 
ast year, for Marconi's Wireless Telegraph 


(Australasia) 


-fore puts on TV ads 


demonstrated has been noticed. 

Closed-circuit transmissions are 
being continued this week. The 
ABC team has left, but transmis 
sions are being carried out with 
one static camera. 


Course for salesmen 


To provide buyers and sales- 
men with more knowledge of 
furniture construction, manufac- 
ture, design and display, the 
Council of Industrial Design is to 
hold a furniture course for buyers 
and salesmen at Attingham Park, 
near Shrewsbury, from Monday, 
October 17, to Friday, October 
21. 


@ Continued from page 6. 


Brocklehurst and Walters open 


Isherwood bowls to the three 
slips and a gully, and Nicky 
Royds spruce behind the stumps 
Good swift bowling this, swing 
ing away and only one run from 
the opening over 

But the runs mount up—20, 30, 
35. With the tea-break not ten 
minutes off, a double bowling 
change is made, Auld for Watt, 
Clark for Isherwood. A soaring 
six is hit by Brocklehurst, but in 
the next Jack Clark tempts 
the same batsman to lift one, and 
Harry | brings off a smart 
catch. One for 50 at tea. 

Press and Print need 150 plus 
one to win, a host of hard hitting 
batsmer come, and an hour 
ind three quarters to go. 

Walters departs after the 
third ball, his stumps dis- 
arranged by a leg break. Nine 
runs later, Clark stretches side- 


ways at mid-on, and plucks from 


the air an Auster catch which 
seemed a certain boundary. 
Another 19 runs and exit 
Butcher also, fourth victim in a 
row to the spin attack. But 
Gavin Doyle and Peter Nicholas 
are undeterred. Not until 47 in- 
valuable runs have been added 


does Peter slash at an Isherwood 
delivery, and is caught and 
bowled for 27 


TELEVISION 


TP. 


PRESS AGENCY 


SEPTEMBER 16, 1955 


me Close ‘Two Freds’ finish 


Doyle, well set now, passes his 
50 supported in succession by 
Wright, skipper Steve and Wester 
man. John Bowden is run out 
without ever receiving a ball, and 
Westerman is caught and bowled 
skying the ball off Isherwood 

A brilliant slip catch by Ban 
croft ends Wright’s resistance, 
Doyle reaches for an Auld leg 
break and is deftly stumped by 
Royds—and the last over is 
called. 

A single and two sixes will do 
it. The shadow from the big 
tree almost touches the pitch 
The crowd round the boundary 
is silent. The fieldsmen crouch 
Batsman Hawthorne steps for- 
ward to drive, and the ball flies 
over the bowler’s outstretched 
fingers . . . a four? A six? 

No, a dapper figure is moving 
swiftly from deep mid-off with 
outstretched hands, and Len Nash 
has brought off the winning 
catch 


Leather on TV 


The Leather Institute is to use 
commercial television on behalf 
of the Sole Leather Publicity 
Committee. A spot has been taken 


in the magazine programme 
“Home—with Joy Shelton” on 
Saturday, September 24. The 


spot was placed direct. 


“"e 


From September 22, we will be supplying a complete monitoring service of all tele- 


vision transmissions—!00 hours a week 


NEWS 


In addition to detailed regular bulletins, 
we will be tape-recording, photographing and filming all items of interest, guaran- 
teeing a complete coverage 


The service includes : 


EDITORS 


@ Stories phoned immediately they happen 


@ Photos sent immediately as part of the service 


@ Two bulletins a day covering evenings and dailies 


@ Verbatims supplied on request 


@ Follow-up stories covered on request 


ADVERTISING AGENTS 


@ Weekly bulletins of all advertising spots transmitted 


@ Tapes or verbatims of all copy transmitted, on request 


@ Opening and closing shot photos of all spots, on request 


@ Filmed spots, taken from the screen, on request 


@ Film library service 


There are separate rates for these services—and for Sundays and provincials. If 
you've not heard from us—our Business manager has been inundated with London 


calls—please accept our apologies and write or phone for further details to : 


Television Press Agency Limited 


The Gate House, Clifford's Inn, London, E.C.4. 
Tel : CHAncery 5381/5 
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CORRECTION 


=. a9 2 
We Ino 
YOLALITIE 


Shrewsbury 


: art Y 
inadcve! 


DOVE 


: A 
‘“ 
. Po 
Ne 
In an adver ement in the Wale and Rords« +3 ; 
asa ai asvodl aad aa ad ad 7Aa ‘ Riaha s su i 4 
Y ‘rT P } +, . ; ~ ’ Ve, *) 7 
x . urvey I tne ivertiser g Wee Kiy rh ¢ th Jul 
last the "Chr icle" Group, Shropshire, Staff hire and 
Mid-Wales, cl ied that the Shrewsbury Chroni had a 
: sale "four ti the sale f any other weekly newspaper 
in Shrewsbury. 
t 
"T) wr 4 " f° “34 = + lar an + he ~ ‘ no) M 
The "Chroni sroup readily admit that s 2 claim 
4 15 ; ar n + . 2 sor w+ wn i ’ no - 
is quite in ect in comparison with "The | igton 
‘ Toaurneal na @ wehur¢ W e" (which ublishe 
Journal and Shrewsbury News which publish 
ee a — ae ere ee ae 
Wellington, Shrewsbury and Llandrindod Wells é : 
-ertified net anlea of +t weekly anere cor ; 
ertified ne iles of the weekly paper: r ‘ 
ee . . 2 Agetntat tense as wen 
published in A.B.C. Official Handbook for the year 
ending the 30th June, 1955, being as follow 
Tar a?) « ’ Cc} "Ow o * ~~, Nowe 97 6 
HE on Journal and Shrewsbury News oe 
Newport & Market Drayton Advertise: : 212 : 
This error, made MEMMtently, is regrett: i the 
figures printed alm are published by the " e" 
Yeas ¢ + } f +jscar’ ' ep [17 wae a? : 
: sroup and the Advertise: Weekly by way of ition 
and correction. 
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Club News 


Leicester 
Syndicate work at 
evening meetings 


Last Tuesday the fi in 
the new Publicity ¢ er 
series at the Adu on 
Centre, Belvoir §S Id, 

mtinuing the “W Acn 
Word” series, which, say tb, 
Was 4 greal succe 

As with prev gs, 
sessions w lter the 
written and spok« ou! in 
place of a & yf on 
general advertising he 
organisers have decid st 


year’s teaching int 


Each student wil 


tion in a Syndicate ir iy 
to the IPA’'s week-end d 
will be responsible f s 
or her contribution to th g 
and advertising of a my 

duct As the cours ; 
students’ jobs will be sw ' 


them to gain experienc ] 
branches of advertising 

The courses are being rur 
junction with the 
authorities, and are therefc 

all interested in public u 
members or not 


local ex 


Liverpool 
‘Help young peo e 
in advertisin 
George I Fisher v ted 


chairman of Liverpoo! ict 


Publicity Association y's 


innual general 
took 
the main 
were to 


meeting ne 
chair Mr. f at 
duties of the on 
foster the under of 


the 


Or offi- 
cers ‘ lected 
were The 
Ear! of Derby, 
as president ; 
R. Berg, vice- 


chairman, and L. A. Lomax, treasurer. 
The following were elected vice- 
presidents A. C. Douglass, W. H. 
Wilde, E. W. Booth, W. E. Anders, 


and T. Sherman 


Outdoor Agents 


Chairman and 


officers 
The monthly 


elected 
luncheons of the 


Outdoor Advertising Agents’ Club 
were resumed on Wednesday. Sep- 
tember 7, Main item on the agenda 
for the meeting was the election of 
officers 

E. Puplett was re-elected chair 
man, B. T. Davy secretary, H. C. 


Hemus treasurer and C. J Tipping 
information officer. A discussion 
took place on a number of outdoor 
advertising problems of general 
interest. 


a 
‘Sphere’ annual 
competition 


More than 60 people prominent 
in advertising, publishing, and busi- 
ness were oo or guests at 
the annual competition for the 
Sphere challenge =, which was 
played at the Royal Mid-Surrey 
Golf Club at Richmond. This event 
has taken place (except during the 
war years) every year since 1926 

The cup was won by J. H. Sims 
(account executive, Smee’s Adver- 
tising Ltd.). j. W. Pangbourne 
(sales manager, Alfa-Laval Ltd.) was 
runner-up; John Grant (sales direc- 
tor, Inveresk Paper Co.) and P. 
Rumble (associate director, Rumble, 
Crowther, and Nicholas Ltd.) won 
the bogey foursomes; and H. Tingay 
(chairman and joint managing direc- 
tor, George Newnes Ltd.) won the 
prize for nine secret holes. 

After Charles Snelling, vice-chair- 
man of Illustrated Newspapers Ltd., 
proprietors of the Sphere, had pre- 
sented the prizes to the winners, 
L. M. Masius, chairman of Masius 
and Fergusson Litd., expressed 
thanks and appreciation to the hosts. 


FSCC circle 


Results of the captain's day meet- 
ing of the Fleet Street Column Club 


Golf Circle, held at St. George's 
Hill Golf Club, were: 

Morning  stableford (captain's 
prize), H. D. Varley; runner-up 
A. R. Everett, Layton Scratch 
Trophy: J. Butler 

Afternoon foursomes medal 


(Glover Cup): 


H. D. Varley and 
A. R. Everett. i 


Runners-up 


Butler and C. Glover. Best nine 
holes: H. Dawson-Salmon and 
R. O. Nash. 

Prizes were presented by H. 


Dawson-Salmon, D. Gooch, H. R. 
Simmons, C. Glover and the Golf 
Circle. 

The annual general meeting was 
adjourned until a later date, when 
the captain elect for 1956, A. H. 
Mclsaac, would be present 


Advertising 
Diary 


Friday, September 16. 
REGENT ADVERTISING CLUB Canadian 
box social 


Monday, September 19. 

PUBLICITY CLUB OF LONDON annual 
general meeting and get-together 
Waldorf Hotel. 6 pm 

Tuesday, September 20. 

ipr visit to TV studios, Lime Grove 
6.30 p.m 


BERKS AND BUCKS PUBLICITY ASSO- 
CIATION meeting. R. Trevor Harris 
on “Mass Circulation—Can David 
Slay Goliath ” 7.3% p.m 

y. September 21. 
ADVERTISING CLUB OF OXPORD demon 
stration of the process and some of 
the possibilities with silk screen 
printing by T. Chalmers Rowe and 
Ray Milton City Restaurant, 4 
Cornmarket Street. 7 p.m 

ursday, September 22. 

PUBLICITY CLUB OF LEEDS luncheon 
meeting T. G. C. Woodford on 


The Human Factor Great 
Northern Hotel, Leeds 
INTERNATIONAL HANDICRAFT. HOMeE- 


CRAFT AND HOBBIES EXHIBITION opens 
at Earls Court 

Friday, September 23. 

1a week-end course begins St 

Peter's Hall, Oxford J 
PUBLICITY CLUB OF NEWCASTLE-UPON- 
TYNE annual dance Old Assembly 


Rooms Newcastle 8M pm 
REGENT ADVERTISING Ci.UB Tombola 
evening 


60 
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CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 3s. 64. por line, 40s. per dispiny panei 
APPOINTMENTS WANTED, 3s. per line, 
class: 


charge, one line plas Is. covering 
advertisemests ender seven imsertions MU 
Weekly.” 180 Fleet Street, London, 


E.C.4. 


inch. All — 
etc. Series rates on application: all 
* BE PREPAID. Address “ Advertiser's 
CHAscery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Siteations Vacant : 


The engagement of persons answering these advertisements mast 
be made through a Local Office of the Mimistry of 


Labour or a Scheduled Employmeat 


Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inciusive 
unless 


he or she 


or the employment, is excepted from the provisions of the 


Notification of Vacancies Order 1952."" 


PRODUCTION 


Excellent openings in big London Agency for 
active Production personnel ambitious to improve 


their prospects. Some agency experience essential, 


but appointments will be made in all grades. 
Men or women. Five-day week and pension 
scheme. Apply in confidence to 


Box 1880 
Advertiser's Weekly 180 Fieet Street EC4 


RETOUCHING ARTISTS required, 
capable of a high standard of Colour 
and Monochrome Also _ Lettering 
Artists Ideal working conditions 
Non-contributory Pension Scheme 
Please call or ‘phone: Howard Glover 


ASSISTANT ACCOUNT EXECUTIVE 


required with sound knowledge of 
production and general agency routine 
Previous experience of client contact 
and the ability to inspire confidence 
in others essential. Write full details 


(Commercial Artists) Ltd. 27-29 of -. experience, salary required, 

Furnival Street, E.C.4 CHAncery etc., 

4302 Box 1852 Ad. Weekly 180 Fleet St EC4 
WANTED 


OUR SPACE SALESMEN EARN 
25% COMMISSION 


Graham Scott (Publishers) Led., 
122, Wardour Street, W.!. 


Phone: GERrard 2437 


FIRST-CLASS ART EDITOR 


with knowledge of colour production 
and modern magazine make-up. State 
previous experience and salary require- 
ed. All communications will be 
treated with utmost confidence. Write 


Box 1868 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT ASSISTANT re- 
quired on Junior Age, one of Bland- 
ford’s established trade monthlies 
Commencing about £500-£600 a 
E. Barnes, Blandford Press, 16 West 
Central Street, Landon, W.C.1 


EXPERIENCED SPACE REPRE- 
SENTATIVES (either sex) for London, 
Home Counties Midlands, West 
Country required by expanding 
organisation with live and extensive 
connections in these areas High 
commission and expenses to applicants 
of proved ability Apply, in strict 
confidence, to 
Box 1894 Ad. Weekly 180 Fleet St EC4 


CREATIVE LAYOUT ARTIST required 


who has the ability = think of original 
ideas for advertisements, leaflets and 
catalogues, and work them up to 
finished rough stage. This position 
affords an excellent opportunity to 
any man who has initiative and drive 
Write, giving full details of experience, 
etc., or ‘phone for an seppointment 
with the Creative Manager, Smec's 
Advertising Ltd., 3-5 Duke Street, 


Manchester Square, W.1. Tel 
WELbeck 0774 
AYOUT ARTIST for technical 


accounts required by London agency 
"Phone HOLborn 6378 


Press 


recording systems 


HYDE & PARTNERS LIMITED 
REQUIRE 
SPACE BUYER 


with thorough knowledge of Technical and Industrial 
and practical experience of space routine and 


Write fully stating age, experience 


90 Queen Street, London, E.C.4. 


, Salary required to 


_—— 
a5 — 
rm eS 
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CLASSIFIED ADVERTISEMENTS 


SAXONE SHOE CO. LTD. APPOINTMENTS VACANT, 
KILMARNOCK, SCOTLAND 


APPOINTMENTS VACANT 


REID WALKER 


ADVERTISING 


STUDIO IRWIN 


require 
ARTISTS 
COLOURISTS 


Top wages for experienced qualified artists. Con 
conditions, bonus and superannuation schemes. W: 
telephone for appointment to:— 

Art Director, 

STUDIO IRWIN LIMITED, 

118, Chancery Lane, 

London, W.C.2. 


Telephone—Chancery 4141 


has a vacancy for the position of 


ASSISTANT 
ADVERTISING MANAGER 


should be between 
24/30 and should have some 
previous advertising experience 
and knowledge of sales promotion. 
Ability to write copy an advantage. 
The position is one of absorbing 
interest and carries great pos- 
sibilities of advancement. 


require another 
resourceful 


VISUALISER 
and also a practical 
TYPOGRAPHER 


to service increasing 
business 


Applicants 


Facilities for house purchase pro- 
vided. There is a generous pen- 
sion scheme. Details of educa- 


tion, business experience, adver- 
tising knowledge and some idea 
of the salary required should be 
sent to the Advertising Manager 
at the above address. Alli letters 
will be treated in strict confidence. 


| JENNERS re 


ADVERTISEMENT 


ments for Football Programmes, etc 
Only 
need apply 

commission b 


Salary, 


asis 
Box 1822 Ad. Weekly 180 Fleet St BC4 


REPRESENTA- 
TIVES required to obtain sdvertise- 


those with previous experience 


re a Secretary for their 
department As well as 
nd-typing, this position 
thorough knowledge of 
advertising yutine and production 
methods Excellent working con- 
ditions fostel accommodation if 
required Pension scheme Applica- 
tions, givi ull details of age, experi- 
ance and ary required, should be 
addressed to Publicity Manager 
Jenners, wees Street, Edinburgh 


Advertising 
good shor 
calls tor 


expenses and 


LAYOUT 
MAN 


, ENGINEERING COMPA) 


Junior Assistant for Tect 

cations Dept. for 

catalogues, brochures 

experience of similar wor 
Knowledge of diesel and 

fields an advantage 

reproducwon processes and 
necessary S-day week S 

present position, experience 
available, salary required, to Personnel 
Manager, C.A.V. Limited. Warple 
Way, Acton, W.3 


TECHNICAL PUBLICATIONS DEPT. 


of large engineering company requires 
man for compilation of spare parts 
lists. Some experience of similar work 
essential. Must be able to read draw- 


Our main accounts are consumer pro- 
positions so a national advertising and 
or Agency background is desirable 
Write or ‘phone Studio Manager, 
Reid Walker Advertising Led., Effing- 
ham House, Arundel St., Strand, W.C.2. 


COVent Garden 287! 


| ARTIST/DESIGNER (age 


Cc 


25-30) to 
produce slick visuals and finished art- 
work for printing and display for 
Midiand Light Engineering Firm 
S-day week. Pension scheme. Canteen 
and social facilities. Good working 
conditions. Details of experience and 
qualifications in first place to 

Box 1726 Ad. Weekly 180 Pleet St BC4 


REATIVE DESIGNER with « definite 
flair for high-class print work and « 


sound knowledge of typography. An 
interesting position with a first-class 


PRODUCTION ASSISTANT ings and follow drawing office proce- 

RI QUIRED dure. Art work not required. Experi- 
We require a keen young man with | — . Bde oo a x 5. 3 _ 

. | : aay . « 
sound agency experience and s sense of with lity to produce Siete age. Present peation euporianse bonus scheme Write ~ telephone 
responsibility to work in our produc- Origine deas with a good when available, salary required, to -— Mr. W. Hail, Falcon Studios Ltd, 
tion department as assistant on 6 sense design, to the Personnel Manager, CAV. Limited, | 21 Wade Lane, Leeds, 2. Tel.: Leeds 
number of interesting national and finishec ough stage. Warpie Way, Acton, W 3 23652 
technical accounts. Opportunity to . ‘ 
make progress under good working Write, giving particulars 
conditions. Five day week. Please of age, experience and 
write stating age, experience and salary salary required, to :— 
Box 1716 


required to: Jj. J. Sansford, Lovell 
Advertiser's Weekly 180 Fleet St EC4 


& Rupert Curtis Ltd., 30 Bouverie 
Street, London, E.C.4. (Teleph 
FLlEet St. 4326.) 


EXPERIENCED 


REPRESENTATIVE 
required by 


CLEMENT DANE 
STUDIO 


Age unimportan! 
essential. 

If you possess these qualifications, and enthusiasm 
to join a first-class team you are invited to write in 
the first instance 

All applications will be dealt with in the strictest 
confidence. 

Please send full details to Managing Director. 


SPACE REPRESENTATIVE 
for London Weekly Motoring Maga- 
zune Must have proved ability and 
preferably with car and some contact 
with Motor Dealers, new and second 
hand Good salary and commission 
Automart Publications Ltd., 18, Com- 
mercial Road, London, E.1 


WANTED 


VISUALISER—LAYOUT MAN 
for South Africa 


If you are creative and can visualise as well as 
translate ideas into good selling campaigns—if 
you have a real flair for up-to-the-minute layout 
design combined with sound selling sense—if 
you've had advertising agency experience, 
there’s a first-class job for you with a progres- 
sive agency in Cape Town that is handling 
business for some internationally famous 
clients. Salary between £1,500 and £1,800 per 
annum, depending on ability. Write in the 
first instance, stating age and experience, to 


Box 1871 
Advertiser’s Weekly 180 Fleet Street EC4 


required 


ADVERTISING ASSISTANT, male or 
female, wanted by well-known Midland 
firm, manufacturers of cycle and 
motor products 
Box 1904 Ad. Weekly 180 Fleet St EC4 


experience and ability absolutely 


sTuodIio tTto 
w.c.2 


CLEMENT DANE 
188 STRAND, LONDON, 


*Phone your classifieds to CHA 8844 (Ex 25 


iO 
| | & 
ss 
__ — 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


WEST END AGENCY 


have an immediate vacancy for a 
COPYWRITER with sound agency 
experience, Able to produce 
intelligent copy for a varied group 
of accounts—including fashion and 
textile. 


With a quick grasp of the essentials 
—his copy must be brevity itself 
—and his style mode tasty and 
compelling. 


He must be adaptabi« d used to 
working quickly. F 
young man this ts a portunity 
to join a growing Ag 
develop with it. 


ror ¢t r t 


Full details please, s« expe 
ence and salary requir 


Box 182) 
Advertiser's Weekly 180 | 


. 
Coal 
oO 


FULL or PART-TIME FMAi t 
CLERK required for 5S; 
and voucher 
Department of Nat 
Manufacturers Some 


Dawsor 29, Cannon Str 
DESIGNER DRAUGHTSM* 
_ ] 


jon) requ leadir 
Exhibition Contractors 


red b 


post 
Box 1723 Ad. Weekly 18 4 
ALL-ROUND ARTIST v 
busy Advertising Age 4 
uality finished work and + als 
EMple Bar 9507 


62 
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CLASSIFIED ADVERTISEMENTS | ESGXIISIISTENT 


22 IN MEN 


ry SACANT 


Situations Vacant : *‘ The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 


Agency if the applicant is a man aged 18-64 


inclusive or a woman aged 18-59 inclusive 


unless he or she, or the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952."" 


world reputation and selling orga 
key appointment are invited from 
standing ability and experience. 

remuneration about £3,000 p.a 
travel. Good pension scheme 

be fully conversant with all aspects 
at home and overseas. Urge, flair 
coupled with initiative and drive 
and planning are essential. 


London, S.W.1. Applicants shoul 


want their applications submitted 


PUBLICIST 


to take over and develop SALES PROMOTION AND MARKET 
RESEARCH DEPARTMENT required by well-known manufac- 
turers of specialised light engineering products with established 


Outstanding prospects. 
Car provided 


Applications, which will be treated in 
strictest confidence, should be made in the first instance to Harold 
Whitehead & Partners, Management Consultants, 33, Palace Street, 


any Company or group of Companies to which they would not 


nisation. Applications for this 
Sales or Publicity men of out- 
Age 35 to 45. Commencing 
Foreign 
Applicants should 
of marketing and publicity both 
and ability to publicise and sell, 
conditioned by careful analysis 


d mention in a covering letter 


COPYWRITER /VISUALISER, exce 
lent prospects for a go-ahead young 
man with a leading London Magazine 
Publisher Work entails Press and 
House advertising, brochures and 
general publicity. Full details please 


to 

Box 1905 Ad. Weekly 180 Fleet St EC4 
ADVERTISEMENT REPRESENTA. 

TIVE. Reliable man able to shoulder 

responsibility Must be good corre 


spondent Salary £400/500, commis- 
sion and expenses Write fully, in 
confidence, 


Box 1902 Ad. Weekly 180 Fleet St EC4 


with a 
future 


ARTIST 


We are about 
eve » the hor 
Bristol creative te 


decided flair for 


‘ 


to blossom. 


largely concerned 
photo-litho for 
appointment 


leading National 
becomes 
Interviews in London or Bristol. 


appoint an artist-designer with his 
*n. to take a leading role in our 
n. The man appointed will have a 


good visuals and sparkling colour 
roughs, including still life subjects ¢ 
be quite at home with lettering and finished drawings 


He will, of course, 


if occasion demands 


titernatively, he could be a younger man who is 
proving in the school of experience that such powers 
are his, and now looks for a fertile field in which 


We are among the foremost in our field, which is 


with display units reproduced by 
Advertisers. The 


permanent and pensionable 


Apply with full details and in strict confidence to 


Box 1898 


Advertiser's Weekly 180 Fieet Street EC4 


FIRST-CLASS COPY WRITER VISUA- 
LISER required. Excellent opportuni- 
ties to work in national accounts 
Only experienced and capable man 
considered. Write, stating age, experi- 
ence and salary required, to Elliott 
Advertising Ltd., Mantor House, 
Great Charies Street, Birmingham, 3 

ADVERTISING. Free 
Representatives wanted immediately 
for seasonal national publication 
Commission and expenses 
Box 1831 Ad. Weekly 180 Fleet St EC4 

AN OPPORTUNITY for Representation 
n I 


ndon area of a progressive firm 


Lance County 


of provincial Printers specialising in 
colour work, packaging, display, etc., 
by Litho and Letterpress Office 
accommodation Life assurance a 


Existing connec- 
ion desirable, but not essential. 
Box 1875 Ad. Weekly 180 Fieet St EC4 


NATIONAL ADVERTISER 


retirement benefits 


requires 
services of young man or woman 
(25-35) to co-ordinate internal Adver- 
tising Department Creative and 


Artistic experience preferred to ager 


background. Five-day week Salar 

£700-£750 

Box 1876 Ad. Weekly 180 Fleet St EC4 
ADVERTISEMENT REPRESENTA.- 

TIVES required for new controlled 

circulation trade journal. London and 

Provinces Salary and mmission 


with good prospects of advancement 
Phone SLO 2293 


rT write 
Box 1892 Ad. Weekly 180 Fleet St EC4 


i 


WANTED 


FIRST-CLASS 
LETTERING ARTIST 


Must be versatile and 
imaginative and must have 
a thorough knowledge of 
modern script. 


Write phone or call 
WADHAM ARTISTS 
Wardrobe Court 
146a Queen Victoria Street 
London, E.C.4 
Telephone CiTy 1144-5 


DO YOU LIVE 
OUR SIDE 
OF LONDON? 


We have vacancies for a LETTER- 
ING or LAYOUT ARTIST, and 
a PRODUCTION ASSISTANT. 
Both positions offer interesting 
work, scope for advancement, and 
a generous salary. Please write or 
‘phone 


LASHBROOK ADVERTISING 
123/125 High St., Uxbridge, Mdx. 
UXBRIDGE 2672 


LONDON DIARY MANUFACTURERS 
and Fine Art Publishers require Artist 
for visuals, layouts and typography in 
modern style. Knowledge of printing 
an advantage Interesting and varied 
work Write to Mr. Simon, The 
Conrad Press Ltd., 193 Sloane Street 
S.W.1, or "phone SLO 6151 


ASSISTANT 
ADVERTISING 
MANAGER 
Required 


Must be capable of producing print 
through its various stages, and to help 
in the administration of the Advertising 
Department. The position is per- 
manent, remunerative, and has the 
advantage of a pension. An ideal 
opportunity for a man with initiative, 
Applications stating full details of past 
experience, age and salary required, 
should be addressed to : 

C. E. Horne, Horne Brothers, 

50-57 Newman Street, W.!. 


YOUNG ALL-ROUND ARTIST with 


knowledge of typography—Nationa! 
Service completed—required by Adver- 
using Agency Phone for 


appoint- 
ment, Studio Manager, TRA 7565 


NORTH EASTERN GAS BOARD 


invite applications for the position of 


PUBLICITY 
ASSISTANT 


in the Commercial Office at the 
Board’s Headquarters, Leeds. The 
successful applicant must be capable 
of generally assisting the Board's 
Publicity & Public Relations Officer 
with particular responsibility in con- 
nection with the supply and utilisation 
of display material and the organising 
and supervision of Exhibitions. 

The salary will be within Grade APT.8 
(£660-£740) of the national salary 
scales for Gas Staffs. The position is 
pensionable and the successful candi- 
date will be required to pass a medical 
examination. Applications giving de- 
tails of education, training, qualifica- 
tions and experience, together with the 
names and addresses of two referees, 
should be submitted not later than the 
30th September, 1955, to the Chief 
Commercial Officer, North Eastern 
Gas Board, Head Office, Bridge Street, 


J. C. Gardner, 
Secretary. 


*Phone 


our classifieds to CHA 8844 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


W. M. de MAJO 


has additional vacancies 
for 


1. GENERAL DESIGNER 


crisp visuals and finished artwork 
flair for 3-dimensional design and 
working knowledge of typography 
an advantage. 


TYPOGRAPHER/ DESIGNER 


experienced man neat roughs 
and detailed specs essential, should 
be able to carry out finished art- 
work 


LETTERING ARTIST 


high quality finish and appreciation 
good lettering essential, also neat 
finish for general block drawings 


2 


All above vacancies relate to top flight 
Publicity, Packaging and Display design 
in progressive design studio and provide 
interesting work for keen, imaginative 
assistants, appreciative of contemporary 
design 

For appointment phone Mrs. Robin- 
son, FLAxman 6816. 


BIRMINGHAM 


OPPORTUNITY FOR MIDDLE AGED MA¥ 
TO ASSIST A MANAGING DIRECTO? 


| want a man, middle aged perhaps, who is exper 


in selling printed material 


way for 
reception 
not les 
arranged 
experience to 


Box 1911 
Advertiser's Weekly 180 Fieet Street EC4 


to 
must be well educated, and able to write a good let 
want him to look after the travellers we have, maki: 
that they call on the people with whom we do busine 
those with whom we would like to do business. H 
make use of the sketches which we have and prep: 
a traveller to call on a firm and ensure 

I am prepared to pay a commencing sa! 
than £500 plus a commission on a 

Details in own handwriting including ag 


A steadily expanding advertising 
agency that prides itself upon 
the standard of its work requires 
a really first-class, 
finished artist. A permanent, 
progressive appoimtment in 
congenial surroundings for one 
capable of producing work of the 
highest standard in black and 
white or colour. Top salary for 
the right man. 


all-round 


National Advertisers 


basis 
Write or telephone: 


Studio Manager, Beardmore 
Advertising Ltd., 125 Soho 


REPRESENTATINE required for 
London and SE A vacancy occurs 
in the Selling Organisation of well- 


known Manufacturers of first-class 
quality display material Excellent 
opportunity and prospects for energetic 
man Area already contains estab- 
accounts and plenty of oppor- 
vy for expansion. Pension scheme 
Write, giving full particulars, to 

Box 1895 Ad. Weekly 180 Fleet St EC4 
YOUNG LADY OR YOUNG MAN 
required in busy Publicity office of 
a leading London book-publisher, to 


look after copy and layout, for certain 
advertisements, brochures, catalogues, 
etc Some experience necessary 
Please write to 

Box 1888 Ad Weekly 180 Fleet St EC4 


TOP-CLASS 


“TACE SALESMAN. A 
mar will shortly be 
the sales team handling 


top-ciass s 
needed to h 


a new adv ing medium—not TV 
Contacts a selling record are the 
factors wt will principally weigh 
with the ctors in making this 
appointmer 

Box 1896 A Veekly 180 Fleet St Eg-4 


COMMERCIAL 
RADIO... 


Two words that spell 
an Outstanding job 
with 
outstanding 
prospects for an 
outstanding 
Radio Time Salesman 
of 
proven 
ability. 


He must know the difference 
between order taking and pro 
fessional salesmanship and be 
prepared to build his future on 
that difference with a rapidly 
expanding advertising organisa 
tion. We know what we are 
after and if you know what you 
are after too, write us a letter 
on these two words. You might 
get more than you bargain for! 


Box 1914 
Advertiser's Weekly 180 Fleet St EC4 


LAYOUT ARTIST 


for 
LOND )N AGENCY 
Youn layout artist 
required to work on 
national iccounts. Some 
agency perience, and a 
working knowledge of 
typogray is essential 
Please State salary 
required 
Write Art Director. 
Box 1917 


Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING DEPARTMENT of 
nation-wide manufacturing compan 
have a vacancy for a window dresser 
in the provinces Age about 23-28 
Good salary with expenses and good 
prospects for the right man, who will 


need to have personality and initiative 
and loyalty besides some knowledge 
of design and experience of display 
work Applications are invited to 

Box 1883 Ad. Weekly 180 Pleet St BC4 


National Newspaper 
requires 


ASSISTANT 
PUBLICITY 
MANAGER 


Applicants must have all-round 
advertising experience and be 
fully prepared and qualified to 
take charge of production, direct 
studio artists and write copy. 
The post calls for a good admini- 
strator with ideas and a really 
energetic personality. 


Write with full details of 
experience and salary required 
to 

Box 1915 


Advertiser's Weekly 180 Fleet St €C4 


Hill. 
SECRETARY. A very comr re 
tary, preferably with exper 
advertising fepartment BOOK PUBLISHING. Opportunity 
required tor busy advertis occurs in a leading London book-pub 
Able to keep accurate recor t lishing firm for a man of energy and 
work m own initiative or ar magination, with experience of various 
Pw filly Please send full d ‘ forms of advertising and publicity 
educa experience and sry work The position could quick 
which will be treated in confid c. t& become one of executive respons: 
Box 1897 Ad. Weekly 180 Fleet Sc EC4 bilit under the Publicity Manager 
for the right man, who would prefer 
ASSISTANT to the Advertisement Man ably be se between 25 A 4 
“ger wanted on an  old-established 
ade journal Write, giving f tr Please write , 
, = Box 1887 Ad. Weekly 180 Pleet St EC4 


cu 


ticulars, to 
Box 1901 Ad. Weekly 180 Fleet S: PC4 CLERK required for the advertisement 


department of technical publishing 

EXPERIENCED BOOKKEEPER house Westminster = district No 

wanted for West End Art ncy Saturdays Reply SPS stating age 
Pleasant working conditi 10-4 salary and experience 

S-day week "Phone MAY 528 Box 1900 Ad. Weekly 180 Pieet St PC4 


T.V. ADVERTISING LTD. 


require immediately 


SALES REPRESENTATIVE 
for the 8i|RMINGHAM AREA 


Must ing, energetic and 


nt in district 


Also 


TRAFFIC ASSISTANT 
for LONDON OFFICE 


Agency or Film experience essential 


Reply with full qualifications 
Director of Administration & Sales 
T.V. Advertising Ltd 

54, Greek Street, VYV.! 


*Phone 


your classifieds 


to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS GIS0RZ=0 


COPYWRITER |. APPOINTMENTS VACANT po 


| 

required, able to absor ait and | Situations Vacant : “* The engagement of persons answering these advertisements must 

present facts with force agina- be made thr ugh a Local Office of the Ministry of Labour or » Scheduled Employment SPACE REPRESENTATIVE 
The successt ‘ . Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 — (Male or Female) 


liaison with — he or she, or the employment, is excepted from the provisions of 


Notification of Vacancies Order 1952." required for Council and Civic 
— se enced publications covering London, 
Midlands, Lancs, Yorkshire and 
RE- TOUCHER Scotland, only those showing 
proof earnings of four figures 
and also an art a ere e ® annually can be considered. 
finished Some for res DTV want visualiser Commission and expenses, car 
Good salar pleasa . would be provided, write giving 
poanes scheme _ Wee : full particulars of past experience 
adn Gieeter te and returns to Sales Director 
licity Led., Walton Houre, Peter- 


H i Box 1912 
— with agency expe rience Advertiser's Weekly 180 Fleet St €C4 


a —d 
A : f N ns - , r = 

 CRAPHER a * f ve "7 4 ; bs PUBLICITY OFFICER required by 
ager e red with progressive Engineering Company 20 
me . required “ee = miles west of London, having the 
= — “ os, rite Fo . ‘ u ey following qualifications sound educa- 
~os —y : ri bilit and nonal r preference to 
nary and abil — University ung. knowledge engi- 
5-day week 9.3 hone neering dustry technical writer 
MAYiair 4847 familiar with type faces, capable of 


. 
7 roducing layouts in conjunction with 
DESIGNER COMMERCI:/ 11ST Turner and Vincent Ltd ae aoe Viana 
required ‘ work onal giving full details of experience 
Accounts, designing f aids 


salary required, in confidence, to 
and sales promotion n on- 602, Willings, 362 Grays Inn 
sumer goods Some «x of - 


lettering essential. Succes cant 1 g Q j m 

will be expected to work y im uck ngha St W 

the Barking areca : EXPERIENCED ARTIST 
Box 1891 Ad. Weekly 180 I » EC4 


required for modern studio. Layout. 
ALL-ROUND COMMERCIA aTisT general illustration, ability to work 
required by Printers nea tC without supervision. This position 
ige howc " 
ee ae eee OPPORTUNITY for experienced General PRODUCTION MANAGER to super- par Eg ae 
experience et 4 ; Artist who wishes to obtain permanent > i of large technical Grae 4 
Box 1890 Ad ‘Weekly 180 : . pensionable position preparing Saies v ne roximately 1 > pages, Box 1913 
: Promotional matter for one of the ylishe iodically nowledge Advertiser’ | 4 
leading selling firms in the country roductio 1G = =possession a ae dvert . Weekly 160 Fleet St EC 
Please write to sense the essentials Male or — — : 
GENER hi Box 1889 Ad. Weekly 180 Fleet St EC4 female, age immaterial. Full details TELEPHONE = Switchboard Operator 
| ied 


- Must be efficient Hours 
PUBLICITY ASSISTANT. The interest Box 1935 Ad. Weekly 180 Fleet St EC4 3 Five-day week Canteen 


studio 


‘ 


Opportunity occurs 


= @ of advertising with the security of - : acilitie Free cinema pass for two 
+ insurance is offered to a young man YOUNG LADY Shorthand-Typist with anette Lt Call = 


peopic given WweckKiy or 
as assistant to the Publicity Manager Advertising Agency experience, re- Rex Publicity Service, Ltd.. 131 


e-ra of one of the most progressive insur- quired as Assistant to Advertisement New Bond Street, W.1. Mayfair 7571 

Applicant with first-race general ance companies at their London Chief Manager of a Catholic Weekly News- ADVERTISING DEPARTMENT of 

experience for firm icity Office Press, display, exhibitions, —, Good __ prospects Write Film Company requires young Layout 

Consultants, $.W. | »cial- magazines, and print production detail giving age, experience and Man between 20-22 with fair know- 

tory . Practical experience and sound typo- salary, etc, to edge of Agency or Art De 

= . 7 . . ledge of / , partment 

ising in engineering ity. graphy essential eect Box 1934 Ad. Weekly 180 Fleet St EC4 procedure. Phone Mr. Jackson, 
Retouching and abi pro- Box 1884 Ad. Weekly 180 Fleet St EC4 | @XPERIENCED SPACE SELLERS, Gerrard 4314 

y 4 * YOUNG GENERAL ARTIST for Fieet male rt female, residing in London 

duce technical drav eresed Street Aaency for ‘“‘skimps’’ and Manchester, Nottingham, Birmingham 

able. Salary according oitity. roughs to client standard. Able to do Leeds, Belfast, Dublin, well con- SPACE SALESMEN ! ! 

some finished art as required) Would nected with Agencies and able to nego- 

Box 188) suit man ‘‘making his way" and need- tiate at top level, —— for —_ £30 WEEKLY 

, * Cc ] Ciz « ai, m™ ort uca- 

Advertiser's Weekly 180 Fioet 5: EC4 pm Be nwny Bin<s ao a Details of | md “ psd a — can be earned on established Local 

c r t : t 
Box 1886 Ad. Weekly 180 Fleet St BC4 Box 1931 Ad. Weekly 180 Fleet St EC4 Media by men or women of enthusiasm 


an AOR ARTIST regu general EXCEPTIONAL OPPORTUNITY. SECRETARY for leading Industrial and initiative who ring 
work. Applicant i write Wanted young man to train as Designer. Efficient shorthand/typing WiLiesden 4897 for an interview. 
ita Secretar ; - Manager of ines ant Technical general office work and simple book- 
. at Chance , id du eeping 00; -mor} appearanc 
r ‘phone MOL 3721 for »ppoin ES “education emcstal.'Semc | and Neleghone manncr emential, | ADVERTISEMENT Space Represents- 
COPY DETAIL. space selling experience an advan- ; ood salary and ¢ required for monthly trade 
enced tage. Permanent lucrative appoint- perien keen person surnals. Five-day week. State age 
fet ment in congenial conditic om n d in settling down in alary required experience Apphi- 
would help future promotion. Write, Box 1930 Ad. Weekly 180 Fleet St EC small but active organisation. For ae without — considered if 
ting sa : F j a appoin nt ‘phone Mrs. Robinson Ossessing sciling sbduity ’ 
Box 148$ eekly 180 Fleet St EC4 i omer Saat deen” aaben ’ AN 
ADVERTISING Capable Assistant (lady Agencies, Engineering and ercantile DO NOT APPLY for an interesting job SALESMAN, experienced at negotiating 
man) required in advertising House Aged under thirt ears in N.W. London as assistant to our at all levels required by publishers 
i of large departmental store preferably single. For particulars of visualiser unless you are young, with Some travel involved. Interesting and 
Experience in writing sound selling appointment apply, stating age and art school education and eager for congenial § activity Worth above 
f fesirable, and potential ability qualifications, to work of contemporary style. Apply £1,000 p.a to conscientious man who 
for preparing layouts Good salary, Box 1849 Ad. Weekly 180 Fleet St EC4 Box 1926 Ad. Weekly 180 Pieet Sc EC4 can sei Please write details, experi- 
attractive prospects, interesting duties ence, C.PI 34 North End, Croydon 
Permanent position, pension ADVERTISING MANAGER requires 
Write 


t in first instance v FIRST-CLASS Assistant. Agency experience an asset 
particulars of past experienc 20-25 J 


Age 2 Large S.W. London Car 
cations confidential Stu 


. distributors Write 
Busbys, Manningham Lane. Bradford RETOUCHERS Box 1903 Ad. Weekly 180 Fleet St EC4 


PONTINGS OF KENSINGTON COLOURISTS Experienced female 
wish to appoint a competent man Mechanical and Figure required for highest grade COPYWRITER 


with extensive experience includ- work. Top salary and scope 
ing the production of Mail Order Also 


required by Chain Store Or- 
ganisation. Based London. 5- 
Catalogues and to act as first Four Juniors for General Studio work under day week. Applications giving 
assistant to Advertising Manager leading artists age and full details of education 
Application should be made | | Write Box 1933 ane experience te 

either in writing or personally to Box 1918 

the Staff Manager. Advertiser's Weekly 180 Fleet St EC4 Advertiser's Weekly 180 Fleet St EC4 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


MERMIEERZEN CLASSIFIED ADVERTISEMENTS 


APPLICATIONS INVITED from 
vertisement Space Representatives for 
interesting new publication with excel- 
lent opportunities Commission and 

elephone evenings only 
in first instance, Of write 
Weekly 180 Fleet St EC4 

REPRESENTATIVE required by Sik 
Screen Printers in West London area, 
must be experienced Write in confi- 
dence, stating age, experience, con- 
nection if any, and terms required to 
Managing Director 
Box 1925 Ad. Weekly 180 Fleet St BC4 

MAIL ORDER EXECUTIVE to take 
control of Prefabricated Wooden 
Buildings department in the West 
Country State salary, previous 
experience and references, to 
Box 1893 Ad. Weekly 180 Fleet St EC4 

A YOUNG EXPERIENCED CAN- 
VASSER wanted for Weekly News- 
paper Series, SE. England Salary 
and commission Good scope for 
right man to earn £1,000 plus. Write 
details of age, experience, etc., to 
Box 1867 Ad. Weekly 180 Fleet St EBC4 

VACANCY FOR CLERK (female), 
25-40, in the Classified Advertisement 
Section of British Medicai Journal. 
Typing essential (shorthand an advan- 
tage). Salary £6-£7 per week, accord- 
ing to experience. Write full details 
of age, etc., to Mr. Francis, British 
Medical Journal, B.M.A House, 
Tavistock Square, W.C.1 

ADVERTISING AGENCY, BIRMING- 
HAM. Keen young Production Man 
required for biock, art and print 
buying All-round experience, with 
real sense of urgency and respon- 
sibility. Excellent chances of real pro- 
motion im young expanding Agency 
for young man who can cope with 
organising a more-than-full produc- 
tion programme Full details, with 
salary required, to 
Box 1874 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


MATURED-IN-THE-WOOD 


All-rounder, bi-lingually creative in 
English and German, experienced copy- 
writer, contact man and administrator on 
5-figure accounts here and abroad, seeks 
progressive position with wider scope for 
hes specialised qualifications 


Box 1845 
Advertiser's Weekly 180 Fleet St EC4 


OFFICE MANAGER (37) to Exhibition 
Contractor desires change Fully ex- 
perienced, good organiser 
Box 1865 Ad. Weekly 180 Ficet St EC4 

TUNIOR COPYWRITER (22), some 
experience publicity, seeks interesting 
post 
Box 1862 Ad. Weekly 180 Fleet St BC4 

A P.R.O./PROMOTION EXPERT for 
Textiles, Fashions, Clothing wishes to 
contact interested agencies 
Box 1866 Ad. Weekly 180 Fleet St EC4 

DISPLAY DESIGNER, wide experience 
in all branches, desires post in pro- 
gressive firm. Capable of seeing job 
through from start to finish. Further 
detaus, 

Box 1878 Ad. Weekly 180 Fleet St EC4 

ARTIST experienced in all fields 
of publicity, desires post as Ad 
Manager or Assistant with established 
firm Write 
Box 1879 Ad. Weekly 180 Fleet St BC4 

“HAND-PICKED SECKETARIES 
available The Wigmore Agency, 67 
Wigmore St.. W.1. HUNter 9951 

YOUNG LADY, intelligent, keen, 
perienced Secretary, seeks post 
Advertising Agency where while 
making herself useful, she could gain 
wide advertising experience. and where 
ability and progress would be appre- 
ciated and rewarded 
Box 1873 Ad. Weekly 


G38), 


180 Pleet St BC4 


COMMERCIAL 
TELEVISION 


Top Agency Art Director with 5 years 
of Film Planning and Production desires 
similar post in Television 


Box 1936 
Advertiser's Weekly 180 Fleet St €C4 


"Phone 


APPOINTMENTS WANTED BE BUSINESS OPPORTUNITIES 


MAN 


with flair for copy writing ; extensive 
and varied business background im other 
fields; lately head of firm, seeks oppor- 
tunity in advertising or public relations— 
imitial salary unimportant: public school/ 
university education; age 48; originality 
of mind with creative vision and executive 
skill—any offers or suggestions! 
Box [916 
Advertiser's Weekly 180 Fleet Sc EC4 


PERSONABLE. 
woman, desires 
perience touches 


youngish, advertising 
change of job. Ex- 
all aspects of adver- 
tising, progressing, outside contacting, 
PR work, etc.. also buying. Capable, 
conscientious organiser. Interested in, 
and with experience of, films, tele- 
vision, fashions and welfare work 
Box 1906 Ad. Weckly 180 Fleet St EC4 
TOP-FLIGHT PRODUCTION all- 
rounder (26 ks position with small 
Agency anywhere 
Box 1928 Ad Weekly 180 Fleet St BC4 
ARTIST, all-r d experience, retouch- 
ing, lettering. line, etc., could assist 
with produ n details, etc., seeks 
change 


Box 1922 Ad. Weekly 180 Fleet St EC4 


BIRMINGHAM and AREA 


Agency Direct 
experrence if 
consider Repr 
Publishing He 
werich requir 
well connecte 


aged 33, with many years 
ivertising is anxious to 
ting a really worthwhile 
or other allied business 
gh teve!l contract Very 
above area 


Sox 1937 


Advertiser's Weekly 180 Fleet St €C4 


ADVERTISIN 
large Manu 
Publicity 
tion Exper 
sumer, Dea 
Exhibitions c 
organising a 
layout man, 
Budget cont 
experience 
in advertising 
and Manufact 
quires Execut 
ledge, ideas a 
be really used 
Please write t 
Box 1919 Ad. Weekly 180 Fleet St BC4 

YOUNG LADY (18) with a flair for 
illustrating, secks progressive situation 
GCE attained in Art, English, 
French and History At present 
attending full-time Art School. Ruth 
White, 46 Prout Grove, Neasden, 
N.W.10 GLA 6147 

SALES DIRECTOR with valuable con- 
tacts screen printing and displays, 
desires post London only 
Box 1923 Ad. Weekly 180 Fleet St BC4 

SUCCESSFUL VERSATILE LADY 
Advertisement Space Representative 

30 years) seeks outlet for drive 
ambition Excellent references 
Box 1932 Ad. Weekly 180 Fleet St EC4 


PRINTERS 


WANTED. Printers for direc- 
tories 250/500 pages octavo 
Steady flow of orders 
Box 1909 Ad. Weekly 180 Pieet St BC4 

20,000 WOMEN WAITING, or so it 
seems to those who entrust all of their 
mailing, collating, packaging and 
handwork of description to 
Messrs. F. C. Newman & Co., 439 
Battersea Park Road, SW. Batter- 
sea 7274 

MACHINING required for Quad Crown 
Michies Capacity for long runs 
Echo Press Litd., Loughborough 
Telephone 4343 


SALES AND WANTS 


TAPE ry ORDER, British Universal 
(E.MLE £23 also Addressing 
Lewis, 16 Kenton Street, 


MANAGER of very 
string Company with 
Sta { 40, secks new posi- 
ced Trade and Con- 
Aids, Direct Mail, 
Managerial and 
Skilled visualiser- 
ess and production 
and copy writing 
Age 34. Thirteen years 
with London Agencies 
uring Companies. Re- 
position where know- 
managerial ability can 
Salary required £1,500 


street 
Demy 


machine 
weil 
BURROUGHS Accounting Machine for 
sale, 1946 model, in first-class condi- 
tion—4 register, fully automatic, £100 
or nearest Apply : Woodalis News 
papers Lid. Caxton Press, Oswedtry 


ADVERTISE 


WITH 


PERSPEX Rulers 


PRECISION QUALIT) 


Advertising matter 
in any colour. 


Please send your det 
enquiries to:— 
The Normograph Co. 
70, Princedale Roac 
London, W.!! 


Ltd., 


TRADE WORK AVAILABI FE 
Printing and Displays 
Box 1924 Ad. Weekly 180 f 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


wc. Phone: HOLborn 7 5% 


ADVERTISING NOVELTIES. A 
reputable Scottish Publicity Service 
now able to accommodate sdditional 
agencies, wishes to contact manufac- 
turers with a view to represer 
or part representation t S 
Apply Box 4097 Roberts & Scott, 
42 Charlotte Square, Edinburgh, 2 


IF YOU ARE A 
FREELANCE REP. 


with good agency contacts ested 
in partnership with top-line ance 
Lettering Artist working + a 
please write or ‘phone after 
a, Greenaway Gardens, 
HAMpstead 7730 


SPEEDY PRINT SERVICE 


for all Advertising and Sales 
Top Quality Black-and-W > \:« 
Colour photo litho. 
GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnaburyh Screet 
(Opposite Gt. Portland St. Scs: 


ure. 
and 


A SMALL COMPANY ce 
cutting. strutting and finis 
of very quick deliveries, 
oe a Display Comp: 

est London, to underta 
work 


Box 1910 Ad 


PARTNER 
with or without capital, would 
be welcome in soundly 
established London advertising 


agency. 
Box 1882 
Advertiser's Weekly 180 Fieet St €C4 


Weekly 180 I 


365 Days Advertising at ost 


ADVERTISING PURSE CALENDARS 


Cover designs executed to 
requirements 


Somples and prices on request to 


R. ALAN MURRAY LTD., GRAFTON 
ST., ALTRINCHAM, CHESHIRE 


TECHNICAL and 
quick, efficient 
Gladstone 18 

Ramegate, Kent 


Scientifi 
accurate 


Mar!borough 


Author, 
Maurice 
Road. 


West 


ARTIST AGENT 


would like to represent best in 
LETTERING, STILL-LIFE, 
—_— _— 


FIGURE 


x 1899 
Advertiser's Weekly 180 Fleet Sc EC4 


EXPERT LETTERING and scraper. 
board work § dily executed 
Box 1644 Ad eekly 180 Pieet St BC4 


FREELANCE LETTERING ARTIST 
secks new clients. Would co-operate 
with creative artists. Good work 
assured 
Box 1732 Ad. Weekly 180 Fleet St BC4 

EXPERIENCED TECHNICAL ARTIST 
secks spare-time freelance work 
Box 1907 Ad. Weekly 180 Pieet St BC4 


OFFICE FACILITIES AVAILABLE for 
a first-class Layout Man with Typo- 
graphical abilities wishing to work on 
a freelance basis. Must be prepared 
to give a guaranteed proportion of his 
time in return for services and accom 
modation afforded 
Box 1908 Ad. Weekly 180 Plee: Sc BC4 

ARTIST (Freelance) specialising Letter- 
ing all types can undertake roughs to 
finished work. Write 
Box 1834 Ad. Weekly 

GOOD FIGURE 
lance offers 
on National 
Box 1921 Ad 


180 Fleet St BC4 
DRAWINGS! 
services 

Accounts 


Weekly 180 Pleet St BC4 


MISCELLANEOUS 


AMERICAN BOOKS 
in stock always 
Annual subscription 
write, 82 Neal 
7128 


ACCOMMODATION 


LARGE ROOM AVAILABLE, two 
windows, W.C.1 area, ‘phone installed, 
Ws. per week. Telephone: TER. 1174 

OPPORTUNITY for Freelance Com- 
mercial Artist—-Studio Space, including 
use of ‘phone, light and heating 
Good position W.1 area-—41 per week 
Box 1920 Ad. Weekly 180 Pieet St BC4 


Free- 
wide experience 


a varied selection 
Periodicals on 
Call, ‘phone or 

Street, W.C.2 (TEM 


Classes in preparation for the Diploma 
of the Advertising Association are held 
at the College for the Distributive 
Trades, 107, Charing Cross Road, 
W.C.2. (Tel. GERrard 615! 2.) 


Particulars of these classes may be 
obtained on request. (1312) 


MORE 1.C.S. SUCCESSES 
IN A.A. EXAMS ! 


In the May 1954 Advertis 
ing Association Examinations 
LCS. once again achieved 
outstanding successes. LCS 
Students won 


3 Second place in Division * C,’ 

First, second and third places 
in Division * B* and five good 
passes 

@ Six good passes in Division ‘A,” 


Twenty per cent of all successful can- 
Gidates were trained by the L.C.S 

LCS. Home Study C. 
thon for both 


purses In prepara- 
the A.A. and the LP.A 
Examinations are comprehensive up- 
to-date, and have been written by 
experts actively engaged in the ad- 
vertising field 

First class instruction is also available 
in COMMERCIAL ART, POSTER 
DESIGN, LETTERING and SIGN 
WRITING. 


Write today for free book to DEPT. 26 

INTERNATIONAL CORRESPONDENCE 

SCHOOLS, International Buildings, 
Kingsway, London, W.C.2 


your classifieds to CHA 8844 (Ex 25) 
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ADVERTISER’S WEEKLY 


It’s the 
mn Ouement 
that sells! 


PROV. PAT. 18024 | 


NO BATTERIES 

NO WIRES 

6 SECOND ASSEMBLY 
CONSTANT MOVEMENT 
ADAPTABLE TO 


ANY PRODUCT 


See a production specimen now. 
Contact Michael Waters or 
Richard Baker at our West End 

Sales Office, GERRARD 732! 


lovely centres 
for your delight 


ANTHONY P. JEFFREYS (PRINTERS) LTD. 
Smedley Works, Smedley Street, London, S.W.8 


SerTemsBer 16, 1955 


Poste Parisien etc. 


bourg. 


Station at Croydon. 


Full details from 


Tel: 


Ps 
MONITORING SERVICE 


for users of 


COMMERCIAL TELEVISION 


Radio Advertising Service was formed in 1933 to 
monitor sponsored radio pregrammes broadcast 
from Radio Luxembourg, Radio Normandy, 
The majority of leading 
Advertising Agents at present use this Service for 
their programmes broadcast from Radio Luxem- 


Arrangements have been made to extend this 
Service to cover transmissions from the I.T.A. 
Receiving points have been 
set up in London, Middx., Surrey and Essex. 
Let split second timing, and the careful checking 
of your commercials be our concern. 


RADIO ADVERTISING SERVICE 


24 ST. THOMAS DRIVE, HATCH END, MIDDX. 
HATCH END 4623 AND DERWENT 


4187 


— STOP PRESS — 


TV CONTRACTOR 


(see page 3) 


newspapers in the area his stations 
would cover. He hoped to obtain a 


| total newspaper participation of 10 


per cent in the company. 

The company will provide the 
Manchester and Birmingham week- 
end programmes. Managing director 
of Associated British Cinemas (Tele- 
vision) Ltd. is Howard Thomas, who 


arrangements for monitoring and 
research services for initial com- 
mercial TV transmissions. On 
September 22 telephone reports will 
be made to Group’s council room 
where the quality of reception in 
various areas will be logged on a 
map. On Friday reports on pre- 
vious nights’ viewing will be 
delivered to each member agency. 
By Tuesday interim reports on 
viewer reaction based on previous 


has been with the parent company 


| for 11 years. Before the war he was 


six years in advertising and news- 
papers in Manchester and sub- 
sequently was in charge of com- 
mercial radio at London Press 
Exchange Ltd. 

The ITA originally asked the 
Kemsley-Winnick group to provide 
the week-end programmes from 
Birmingham and Manchester, but 
the contract was not signed 
following Lord Kemsley’s with- 
drawal. 

Maurice Winnick has _ since 
announced that he has issued a 
writ against Lord Kemsiey alleging 
breach of contract. 

First commercial to be seen from 
the London station next Thursday 
will be for GibbsSR toothpaste, 
state agents Young and Rubicam 
Ltd. The agency designed a set for 
the one-minute commercial, which 
was shot by Associated British 
Pathe Ltd. and follows the press 
advertising theme, in which the 
product and a toothbrush are seen 
in a bi -k of cc. 

A‘ _. Practitioners Tele- 
vision Group making special 


programmes will be delivered to 


Latest estimate by the contractors 
of the number of TV sets in the 
London area which will be tunable 
to the first night of TV is 450,000. 


Cotton Board is to embark upon 
a trade promotion campaign in the 
home market on behalf of cotton 
textiles produced in the UK. 
Board's standing committee on trade 
promotion is to be i 
on = rr) asked to advise 


Large-scale press campaign to be 
used for Lyons Mint oo and 
Greenline Mints, tying in with Radio 
Luxembourg programme from 9 to 
9.0 p.m. on Mondays. People who 
answer “Mint Chocs.” to telephone 
call from Lyons while programme is 
on will receive £5 prize. Agents are 
McCann-Erickson, Ltd. 


Haig-McAlister Lid. have been 
appointed to handle the advertising 
of Evans (Outsizes) Ltd. and Evans 
Outsize (Mail Order) Lid. with 
effect from Gctober 1. 


46 


way, London, W.C 
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